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RELEASED FROM 
CROSBY LIBRARY 
GONZAGA UNIVERSITY 


I hear something big 
in first-run is coming 
from Warner Bros. 
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27 / THE BEARS HAVE IT 


The 199] economic 

outlook for television stations 
may not be bleak but it is 
cautious. Those who see any 
gain at all are figuring in 
single digits, and somc are 
figuring flat. Still in 
question, however, is the 
outlook for profits. 


| 29 / THE VIEW FROM 
CABLE'S OLYMPUS 


| TCI Chief Executive 

| Officer John Malone—in this 
state-of-the-business 
intervicw—discusses the 

| demise of the cable bill, 
the likelihood of FCC action 

| on effective competition, 
a civil antitrust safeguard that 
could keep the telcos in 

| check, the prospects for 
Skypix, the phone- 
service-friendly cable system 

| of tomorrow and the red 

ink that could soon flow from 

media companies. 


31 / ELECTION 
COMPETITION 


Network news executives 
will no longer be racing to 
tabulate results on 


Malone talks (page 29) 


LL 


William S. Paley 1901-1990 (page 35) 


Election Day, thanks to the 
debut of pooled research 
by Voter Research & 
Surveys. The four- 


| network venture will give 
| CNN its first access to an 


election exit-polling unit and 
will likely mean more 

room for analysis on all four 
major networks. 


32 / BUSTER BUSTED, 
BUT PPV HAPPY 


| The heavyweight fight 


between Evander Holyfield 
and James Buster Douglas 
not only left Holyfield 


| champ, but gave the pay- 


per-view industry a taste of 
what winning feels like. 


35 / END OF AN ERA 


CBS Chairman William S. 
Paley—businessman, 
showman and bon vivant, 
whose own high profile and 
good taste helped create 

the image of the company he 
is credited with 
founding—died Oct. 26 in 


| New York. Under his 


direction for more than 60 
years, CBS became 


known as ''the Tiffany 
network,’” whose 
dominance in TV news and 
entertainment made CBS 

the network to beat and Paley 
its unquestioned master. 
Although the matter-of-fact 
trading accorded the news 

of his death indicated that, 
from à business 

perspective, Paley's exit from | 
the company was 
uneventful (page 38), his 
historical legacy 
continues. Said Walter 
Cronkite: *‘The pioneer 
era in the history of 
broadcasting dies with 
William Paley." 


40 / DOING VIOLENCE 
TO TV 


As it finalized its budget 
package and rushed toward 
adjournment, Congress 

took time to pass legislation 
aimed at stemming 

violence in broadcast and 
cable programing. The bill 
grants broadcasters and cable 
programers a three-year 
exemption from the antitrust 
laws for the purpose of 
establishing industry 


4 This Week 


| counting on veteran game 


HIS WEEK — 


guidelines limiting TV | 
violence. 


42 / ANTITRUST 
VIOLATION? | 


On Dec. 10 a federal 
judge in Chicago will begin 


| to hear arguments that the 


Association's new rule 
limiting thc number of NBA 
games allowed to be 
telecast via cable 
Superstations violates 
antitrust law. | 


National Basketball 
| 


43 / MORNING TALK 


Orion Television is 


Show host Chuck Woolery 
(currently host of Love 
Connection) to crack the | 
tough morning talk show | 
market. A factor yet 
unknown, however, is how 
successfully Woolery can 
make the transition from 
game show to talk show. 


44 / SYNDICATION 
HARD-BALL 


As competition in the | 
syndication business 
increases, marketing 

tactics are becoming more 
aggressive than ever. In 
some cases this season, say 
sources, TV syndicators 

are distributing inaccurate 
information about the 
shows of their competitors. 
Paramount's proposed 

new talk show for fall 1991, 
The Maury Povich Show, 

is a prime target. 


48 / CBS OVER THERE 


With production costs 
soaring and foreign co- 
production deals 
becoming more 
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commonplace as a means 
to offset some of those costs, 
no one has embraced the 
partnerships more 
aggressively than CBS. 
Struggling with its past 
efforts to find a solution in 
the late night time period, 
CBS said it will fill the 
11:30 p.m. to 12:30 p.m. 
time slot with five action- 
adventure dramas in 
checkerboard fashion. All 
five of the projects are co- 
production arrangements 
between U.S. and foreign 
producers. 


49 / BLAIR EXPANSION 


Blair Entertainment is 
expanding its production and 
distribution activity 

beyond syndication. The 
company has pitched a 

new reality show to the USA 
Network and also has a 
network mini-series in the 
works. 


51 / ‘SAME DIFFERENCE’ 


Comparisons of Arbitron 
and Birch data indicate that 
certain formats and 

stations traditionally fare 
more favorably in the 
Arbitron survey than they do 
in Birch, and vice versa. 
Tracked over a five-year 
period, the average 
differences by format are 


notable and, except for 
some survey fluctuations, 
constant. 


53 / WATERLOO? 


The FCC is expected to 
adopt new rules governing 
changes of broadcast 
stations’ community of 
license that will probably 
scuttle the controversial plan 
of Emerald Broadcasting 
(owned by broker- 
broadcaster Tom 

Gammon) to move its rural 
Alabama FM some 90 

miles to the Atlanta suburb of 
Sandy Springs, Ga. 


53 / DAB SYSTEM 
PROPOSAL 


An inventor claims to 

have developed a system for 
transmitting digital audio 
signals within the current FM 
band without disrupting 

the current analog service 
there. 


55 / CLOSE INSPECTION 


A previously undisclosed 
financial statement for King 
Broadcasting shows 
operations still improving. 
Discussions with potential 
buyers of the Seattle-based 
group owner and cable 
MSO are continuing. 


58 / ORION GOES EQUITY 
HUNTING 


Disappointing theatrical 
releases and its growing debt 
load has prompted Orion 


Pictures Corp. to retain 
Salomon Bros. Inc. to 
help the studio raise equity 
capital. 


62 / SLASHING HDTV'S 
PRICE TAG 


Following release of CBS 
and Public Broadcasting 
Service studies on 

conversion costs, over-the-air 
HDTV service by mid- 
1990's appears more feasible 
than ever. Regulatory 
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questions over the definition 
of ''simulcast'' service are 
beginning to draw increased 
attention. 


68 / REPORT FROM THE 
FRONT 


Fresh from their trip to 
Eastern Europe, FCC 
Chairman Alfred Sikes 

and Janice Obuchowski, 
director of the National 
Telecommunications and 
Information 
Administration, said that 
America should not expect 
the emerging democracies of 
Hungary, Czechoslovakia 
and Romania to adopt 
broadcasting systems 
similar to those found in the 
U.S. There are, however, 
still plenty of opportunities 
for American businesses. 


87 / LOOKING FOR VIDEO 
ADVANCES 


Former video artist David 
Niles, president of Captain, 
his Paris and New York- 
based production company, 
likes the power and 
realism of HDTV pictures. 
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New York 


Stern reprimand 


Infinity Broadcasting Corp. 
will be slapped within next 
two weeks with fine of at 
least $2,000 for Howard 
Stern's 1989 **Christmas Par- 
ty’’ broadcast over Infinity's 
WXRK(FM) New York, 
WJFK(FM) Washington and 
WYSP(FM) Philadelphia, ac- 
cording to FCC sources. 
Transcript of allegedly inde- 
cent broadcast includes talk 
of *‘big black lesbian...out of 
her mind with lust'" and of 
"guy who plays the piano 
with his penis.** Item impos- 
ing fine was circulating 
among commissioners last 
week with only question 
whether to set amount at 
$2,000, in strict accordance 
with FCC's informal $2,000- 
per-instance policy, or 
$6,000 because program was 
simulcast over three stations. 
FCC was leaning toward 
higher figure. 

FCC began current crack- 
down on broadcast indecency 
in April 1987 with warning 
letters to Infinity for another 
of Stern's broadcasts and two 
other broadcasters. However, 
in calculating fine for 1989 
broadcast, FCC has decided 
to disregard earlier warning 
since it came in wake of radi- 
cal shift in agency’s enforce- 
ment policy. Thus, Stern and 
Infinity are treated as first of- 
fenders. 


Bumped for budget 


Seriousness with which Capi- 
tal Cities/ABC management 
views current business envi- 
ronment is indicated by re- 
cent decision not to hold an- 
nual January management 
meeting for what may be first 
time in company’s 36-year 
history. Meeting traditionally 
included several hundred of 
company's top executives 


SKYPIX, COMSAT GETTING CLOSE 


Comsat officials plan to sit down with Skypix founder 
Fred Greenberg again this weck in New York in effort to 
lock down deal by which Comsat would take major 
equity position in planned satellite broadcasting service. 
“If certain unresolved issues can be tackled shortly,” 
said Comsat's Bob Wussler, “I’m optimistic we might 
have something to say before Thanksgiving." 
According to Greenberg, Skypix will be joint venture 
with five or six companies joining Greenberg and other 
individual investors who have put up $20 million in 
start-up capital, Corporate partners, of which Comsat 
would be largest in terms of equity, would contribute 
$200 million-$250 million to take service from drawing 
board to consumers by next June, he said. When all is 
said and done, he said, he and other original investors 
would retain 25%-33% interest and share operational 


control with Comsat. 


Greenberg was in Washington last week to meet with 
executives of another potential partner, Gannett Co. 


and for last nine years had 
taken place at Arizona Bilt- 
more. But Chief executive 
officer, Dan Burke, apparent- 
ly felt company could both 
Save money and better send 
proper signal to employes 
who are being asked to hold 
line as Capital Cities/ABC 
flirts with possible operating 
income decline for first time 
in 20 years (see BROADCAST- 
ING, Oct. 29). Because meet- 
ing also served business pur- 
pose—including presentation 
by each operating head to 
colleagues—Burke is said to 
be considering alternatives, 
such as meeting in New York 
or holding series of regional 
gatherings. 


Bad timing 


The Learning Channel, 51% 
owned by Infotech, has had 
for-sale sign posted for sever- 
al months, but timing of ac- 
ceptance of bids two weeks 
ago and sister FNN's finan- 
cial turmoil hasn't been bene- 
ficial. Bids came in substan- 
tially lower than $70 million 


6 Closed Circuit 


some had projected. Observ- 
ers said bids came in from 
Discovery and Hearst/ABC- 
Viacom, and  well-placed 
source said HAVES outbid 
Discovery, at price around 
$50 million, with more than 
$25 million of that going to 
Infotech. 

Observers pointed out that 
outright sale of channel could 
be difficult now, since Info- 
tech might want to tie sale of 
TLC to FNN. HAVES has 
also shown interest as poten- 
tial FNN buyer. 


Payment problems 


New York-based National 
Black Network is apparently 
having trouble .meeting its 
station compensation bills. 
According to Steve Nettiere, 
vice president and general 
manager of wPOM(AM) West 
Palm Beach, Fla., NBN has 
stopped its monthly compen- 
sation payments to number of 
affiliates, including last nine 
to WPOM. Legal action pur- 
sued by station procured one 


TOSED CIRCUIT 


“revenues were roughly half 


‘FCC Commissioner Andrew | 


monthly payment, according | 
to Nettiere. One industry 
source suggested that NBN's 


its 1989 total and indicated 
NBN was *'in dire straits.” 
NBN President Jack Bryant 
Said WPOM first contacted 
network by fax Nov. | and 
has entered into compensa- 
tion payment plan with sta- 
tion. Bryant further acknowl- 
edged NBN has experienced 
some financial difficulties, 
but said 1990 third- and 
fourth- quarter revenues **had .. 
greatly improved," adding 
that one station should not be 
viewed as ''indicator of the 
health of the network.’ 


Washington 
Rationing 


Barrett has his own system of | 


dealing with fin-syn traffic ! 
jam:  one-to-customer ap- 
proach that keeps lobbying to 
mimimum. Each petitioner 
may have one visit, whenever 
it desires along deliberative 
process—but no more. Fox 
has already taken its turn but 
other three networks are 
holding back for more deci- 
sive moment. 


FCC watchers should look 
for number of cable applica- 
tions for personal communi- 
cations networks to increase. 
Tele-Communications Inc., 
and probably CableLabs, are 
expected to file applications 
for test of PCN, which would 
provide customers voice 
communications without tele- 
phone line. Cox and Cablevi- 
sion Systems, along with 
telephone and cellular com- 
panies, have already filed ap- 
plications that would allow 
cable companies to provide 
telephone-type service. 
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Widget's the One! 


Only one completely original new character has made Nielsen's Top 5 Hit List 
every week since its premiere . . . Widget! 


4 Zodiac's Widget 


Widget Works Wonders All Over the USA! 


Mp = —-—* a 


1 Animation by 


ZODIAC Recommended for children's viewing 
curertatnmen by the National Education Association 


CALICO 


COMEBACK PLAY 


BEATS THE COMPETITION | 
INCREASES ITS LEAD-IN IN 2 


SOURCE: NSVARB OVERNIGHT MARKETS 


7 OF THE TOP 10 MARKETS 
OF 25 OVERNIGHT MARKETS 


LCIS 


Pettit and Pepper 
present pawprint 
to policymaker 


FCC Commissioner Ervin 
Duggan last week received 
his first formal response to 
his charge, made in Oct. 11 
speech before communica- 
tions bar, that chairman’s of- 
fice wants nothing from com- 
missioners but “their 


obedient pawprints’’ on FCC 
orders. Response: rubber 
stamp of pawprint from two 


9^ | 


of principal drafters of many | 
of those orders, General 
Counsel Robert Pettit and Of- | 
fice of Plans and Policy Chief 
Robert Pepper. | 

Duggan accepted gift in 
spirit it was intended, send- | 
ing note to ‘‘Messrs. Pettit 
and Pepper” saying gift 
made his day. But he added: | 
"[ notice that the rubber 
stamp reproduces the print 
without showing claws. | 
which doesn’t prove that the 
claws are absent, only that 
they may be politely retract- 
ed." 


Los Angeles 


‘Toxic’ byproduct 


Sachs-Finley Co. is planning 
fall 1991 syndication launch 
of Toxic Crusaders, half-hour 
animated weekly or strip se- 
ries spinoff of theatrical | 
"Toxic Avengers." Jerry 
Sachs, president, said pro- 
duction of initial five epi- 
sodes is currently being done 
by Murakami Wolf Swenson 
Inc., same animation house 
that produces Group W Pro- 
ductions’ Teenage Mutant | 
Ninja Turtles. 

Sachs-Finley has apparent- | 
ly licensed rights from Troma | 


Productions, original produc- 
ers of ‘‘Toxic Avengers.” | 
Game plan calls for at least 
10 episodes to be produced | 
initially for weekly runs on 
stations. Anticipated as 
straight barter offering, split 
for stations will be four min- | 
utes, two minutes national. 
National barter sales will be 
handled by Sachs-Finley, 
while Playmates will handle 
toy merchandising. | 
Sachs said that ‘‘inquiries | 
have been flying in’’ regard- 
ing new program, with deci- 
sion to strip dependent on ac- 
tual station sales. He said that 
one major market station and 
another station group have 
given "commitment" to 
signing for show. | 


Swallowed up? 


Look for announcement that 
Columbia Pictures Entertain- 
ment is folding first-run syn- 
dication subsidiary, Guber- 
Peters Television, into 
established off-network play- 
er, Columbia Pictures Televi- 
sion. Syndication sources 
told BROADCASTING that 
Guber-Peters officials have 
served pink slips to some em- | 
ployes in sales and creative 
services departments, and 
calls to Atlanta and Chicago 
offices reached recorded mes- 
sages saying number had | 
been disconnected. 

One question that remains | 
in that scenario is what, if 
any, will be future role of | 
Guber-Peters Television | 
President Jeff Wald in CPT. 
Wald was with Barris Indus- | 
tries before financier Burt Su- 
garman sold his 24% interest 
to pair of Australian compa- 
nies. Prior to Sugarman sale, 
Peter Guber and Jon Peters, 
who are now co-chairmen of | 
CPE, bought 13% interest in 
Barris, lent names to syndica- 
tion company, which was 
packaged with Sony Corp.'s 
October 1989 buyout of CPE. 

Currently, | Guber-Peters 
Television distributes trou- 
bled first-run game show 
strip, Quiz Kids Challenge, 
which sources say is on ''in- 
definite production hiatus” 
Word from station source is 
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| tion for 


that Guber-Peters’ remaining 
first-run offering, New Music 
Report, is on similar hiatus. 


Minneapolis 
Who blinked? 


Year ago, Tele-Communica- 
tions Inc. announced it would 
not accept contract terms in 
negotiations with regional 
sports services that called for 
TCI to guarantee rate across 
its subscriber base. That was 
stance taken by SportsChan- 
nel services, which resulted 
in TClI-SportsChannel im- 
passe until several weeks 
ago, when Midwest Sports- 
Channel, affiliated with but 


not directly owned by Sports- | 


Channel, signed carriage deal 
with TCI. 

Which side gave in? TCI 
diplomatically said contract, 
which includes rate card and 
carriage terms, was win-win 
situation. Service won't be 
on basic, but rather on ex- 
panded tier in any TCI sys- 
tem that chooses to carry it. 
But TCI said there has been 
"no substantial deviation" 
from its policy on guarantee- 
ing programing rates across 
its subscriber base. 


Cincinnati 


Among victors in World Se- 
ries was Multimedia Inc., not 
only because its wLWT(TVv) 


| 
| 


Cincinnati is originating sta- | 


Cincinnati Reds 
game telecasts, but because 
company also owns one-fif- 
teenth partnership interest in 
team. Another Reds partner 
from media world is Ameri- 
can Financial Corp., Carl 
Lindner’s investment vehicle, 
which is majority owner of 
Great American Communica- 
tions Corp. (GACC). 
GACC's co-located WKRC-TV 
recently made unsuccessful 
bid to take away telecast | 
rights from WLWT, which is 
in 29th consecutive season of 
carrying games. 


Linden 


Cooking up interest 


How are MSO’s selling K 
Prime’s midpower DBS pro- 
graming service, Primestar? 
Old-fashioned North Carolina 
barbeque for one. Every 
year, residents of Linden, 
N.C., have requested that 
American Television & Com- 
munications’s Fayetteville 
system extend cable service 
to their community of 100 
homes. Plant extension has 
always been deemed too cost- 
ly, but now with Primestar, 
ATC has an answer. ATC is 
inviting town of Linden to 
BBQ on Nov. 17, and will 
have TV wired showcasing 
Primestar programing. 


Wilmington 
Notoriety pays 


Uproar in Wilmington, Del., 
over senatorial candidate Jane 
Brady’s use of C-SPAN and 
network footage in campaign 
tape being sent to 40,000 
state residents has increased 
demand for tape and seen her 
position in polls climb into 
low to mid-40's, said Brady 
campaign manager Donald 
Devine. He said group is on 
"*solid ground” on copyright 
issue because portions used 
on tape constitute ‘‘fair use’’ 
under copyright laws.. 


Denver 
$o far, so good 


Tele-Communications Inc. is 
viewing economy basic tier 
test (11 channels for $11) in 
Midwest as success, so far. 
Only 2% of subscribers in 
lifeline tier test have down- 
graded from full basic, while 
10% to 15% of new subscrib- 
ers are taking economy basic 
tier. Overall, revenue is up. 
‘What we think is happening 
is that we're bringing into the 
cable system a category of 
customers who felt that the 
cable service was a little too 
expensive for them," said 
TCI CEO John Malone. 
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LET'S GET 
TO THE POINT! 


POINT 1: THE $100,000 PYRAMID is BROADCAST 
READY for January 7, 1991! 


POINT 2: The easy-to-follow, celebrity-enhanced 
format generated 13 years of network success; plus 8 
years in syndication resulting in 9 Emmy Awards for 
Best Game Show! 


POINT 3: THE $100,000 PYRAMID is an instantly 
recognizable game with an instantly recognizable 
host, John Davidson! 


THE POINT: It's time for "The Power Of The Pyramid!" 


Produced by Stewart Television, Inc. 
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DATEBOOK 


® indicates new listing or changed item. 


THIS WEEK 


Nov. 5—"The Big Picture on Television," spon- 
sored by Television Association of Salt Lake. 
Doubletree Hotel, Salt Lake City. Information: 
(914) 255-2222. 


Nov. 5—Deadline for entries in Black Maria 
Film & Video Festival, for “artistically rigorous, 
explorational, socially conscious and other- 
wise provocative [independent film and video] 
works of any length, style or genre, which re- 
veal character, boldness, compassion or hu- 
man insight," sponsored by Thomas A. Edison 
Media Arts Consonsortium in association with 
Jersey City State College, Thomas Edison National 
Historic Site and Essex-Hudson Film Center of 
East Orange Public Library. Information: (201) 
736-0796. 


= Nov. 6—"Europe 1992: Communications 
and  Telecommunications Developments,” 
seminar sponsored by Communications Media 
Center, New York Law School. Law school, 57 
Worth Street, New York. Information: (212) 
431-2160. 


Nov. 7—"Kids' TV—A New Approach," drop- 
in luncheon featuring Helen Boehm, VP, Fox 
Children's Network, sponsored by National 
Academy of Television Arts and Sciences, New 
York chapter. Copacabana, New York. Informa- 
tion: (212) 768-7050. 


Nov. 7—'Winning New Business: Strategies 
That Sell Your Agency,” seminar sponsored by 
American Association of Advertising Agencies. HO- 
tel Macklowe, New York. Information: (212) 
682-2500. 


Nov. 7— Southern California Cable Association's 
10th annua! dinner. Theme: "Environmental 
Kaleidoscope." Keynote speaker: Ted Turner, 
Turner Broadcasting System. Shrine auditori- 
um exposition hall, Los Angeles. Information: 
(213) 699-3558. 


Nov. 7—Cable Television Administration and 
Marketing Society "homes passed" manage- 
ment seminar. Englewood, Colo. Information: 
(703) 549-4200. 


Nov. 7-10—"Women in Broadcasting '90," 
conference sponsored by European Broadcast- 
ing Union and Steering Committee for Equal Op- 
portunities in Broadcasting within European Com- 
mission. Zappion Congress Center, Athens, 
Greece. Information: (022) 798-7766. 


Nov. 8—MMT Sales dinner-dance on behalf of 
New York chapter of Make a Wish Foundation. 
Club 20/20, New York. Information: (212) 319- 
8008. 


Nov. 8—'"Customer Service: Meeting the 
Technical Challenge," seminar sponsored by 
Ohio Valley chapter of Society of Cable Television 
Engineers and Ohio Cable Television Association. 
Hilton East, Columbus, Ohio. Information: 
Maryann Kafer, (614) 461-4014. 


Nov. 8-9—18th annual communications law 
seminar, sponsored by Practising Law Institute. 
Among topics: "Which !s Better—Cable or 
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Broadcast News?" featuring Mary Alice Wil- 
liams, co-anchor, NBC, formerly with CNN. 
Sheraton Center, New York. Information: (212) 
765-5700. 


Nov. 9—Long Island Coalition for Fair Broad- 
casting’s sixth annual "Connection Day," for 
"broadcast professionals to provide advice 
and guidance on working with today's media." 
Long Island Marriott, Uniondale, N.Y. Informa- 
tion: (516) 222-0146. 


Nov. 9—North American National Broadcasters 
Association advisory council meeting at CBS. 
New York. Information: NANBA secretariat, 
(613) 738-6553. 


Nov. 9-10—Broadcast Promotion and Marketing 
Executives UK seminar. Hilton Hotel, Leeds, En- 
gland. Information: (011-44) 532-438-283 or 
(213) 288-0481. 


Nov. 9-11—WNational Broadcasting Society, Alpha 
Epsilon Rho, Central plains regional meeting. 
St. Louis. Information: Dianna Kirby-Clark, 
(314) 595-4463. 


Nov. 10— National Academy of Television Arts 
and Sciences Nashville chapter Emmy Awards 
presentation. Opryland Hotel, Nashville. Infor- 
mation: Monty Nugent, (615) 373-8295. 


Nov. 10—"Understanding Business Affairs for 
Film and Television," seminar co-sponsored 
by American Film Institute and School of Visual 
Arts. New York. Information: (213) 856-7600. 


Nov. 11— Caucus for Producers, Writers and Di- 
rectors eighth annual dinner dance and fifth 
general membership meeting. Los Angeles. 
Information: (202) 652-0222. 


m Nov. 11-13—/nternationa! Women's Media 
Foundation conference, "News in the Nineties." 
Among speakers: Steven Ross, Time Warner; 
Barbara Walters, ABC-TV, and Katharine Gra- 
ham, Washington Post. J.W. Marriott, Washing- 
ton. Information: (202) 638-1783. 


ALSO IN NOVEMBER 


Nov. 12—Fifth International Advertising 
Awards. Royal Lancaster Hotel, London. Infor- 
mation: (44) 71-734-0682. 


Nov. 12-14—"Regulating the Cable Industry,” 
satellite-delivered course from Cable Manage- 
ment Education Program, with collaboration from 
Women in Cable and University of Denver, 
originating from Pennsylvania State. Sites 
scheduled to receive course are Atlanta, San 
Francisco, Chicago and Boston. Information: 
Christine Kane, (312) 661-1700. 


® Nov. 13—"Broadening the Business: Cable 
Challenges in the '90's," program sponsored 
by Women in Cable, New York chapter. Panelists 
include Gus Hauser, Hauser Communications; 
Mitchell Rubenstein, Sci-Fi Channel; Ruth Gil- 
bert, Gilbert Media; Leslye Schaefer, VH-1, 
and Bruce McKinnon, Microband. Viacom 
Conference Center, New York. Information: 
Laura Wendt, (212) 512-5828. 


Nov. 13—Third annual radio/television summit, 
hosted by /DB Communications Group. Hotel 


Parker Meridien, New York. Information: Beth 
Morris, (213) 280-3779. 


Nov. 13—Sixth annual Nancy Susan Reynolds 
awards dinner, honoring television programs 
for "outstanding portrayal of sexuality, family 
planning and reproductive health." Among 
award winners: Ted Tumer, Turner Broadcast- 
ing System. Regent Beverly Wilshire, Los An- 
geles. 


Nov. 13-14—"America's Fitness Crusade: 
Good Food, Good Health and Good Looks," 
conference for joumalists sponsored by Wash- 
ington Journalism Center. Watergate Hotel, 
Washington. Information: (202) 337-3603. 


Nov. 13-14—European Satellite User's Confer- 
ence, organized by Johannesson & Asso- 
ciates. Luxembourg. Information: (352) 45-84- 
78. 


= Nov. 14— National Academy of Television Arts 
and Sciences, New York chapter, drop-in lun- 
cheon. Topic: "The Role of Television in the 
Current World Crisis." Speaker: Georges Le- 
Clere, head of TV, radio and film and publica- 
tions, U.N. Copacabana, New York. Informa- 
tion: (212) 768-7050. 


Nov. 14—Women at Work Broadcast Awards 
luncheon, sponsored by National Commission 
on Working Women. Washington. Information: 
(202) 737-5764. 


Nov. 14—American Women in Radio and Televi- 
sion, Washington chapter, meeting. Topic: ca- 
ble. Washington. Information: Cheryl Jones, 
(301) 577-1999. 


Nov. 14-16—Television Bureau of Advertising 
annual members meeting. Loews Anatole, Dal- 
las. 


Nov. 14-16—Annual Private Cable Show. Cae- 
sars Tahoe, Lake Tahoe, Nev. Information: 
(713) 342-9826. 


Nov. 14-16—Cable Television Administration and 
Marketing Society service management master 
course. Alexandria, Va. Information: (703) 549- 
4200. 


Nov. 14-18—Communications Turkey 90. Is- 
tanbul Hilton Convention and Exhibition Cen- 
ter, Istanbul, Turkey. Information: (201) 652- 
7070. 


Nov. 15—Deadline for entries in International 
Film and Video Festival for Black History 
Month, sponsored by PCTV, Peralta Colleges 
Television, cable network. Theme of festival: 
"Global Africa: Looking Back-Moving For- 
ward." Information: (415) 464-3253. 


Nov. 15—Deadline for applications for focus 
news workshop, to be held Dec. 13-16, for 
radio reporters and producers working in bilin- 
gual environments, sponsored by Alaska Public 
Radio Workshop and Corporation for Public 
Broadcasting and hosted by Western Public Ra- 
dio and KQED-FM San Francisco. Information: 
Karen Cox, (907) 563-7733. 


Nov. 15-16—C-SPAN "Capitol Experience" 
seminar "to provide cable operators with in- 
sight into the network's programing philoso- 
phy, reasons to carry C-SPAN and ways to 
promote it among their general audience." C- 
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Gala visui 


Galavieion proudly ealutee 
ite newest broadcast affiliate 
Channel 8 
in Bakersfield, California. 


In Spanish, 24 hours a day, 
Galavieion celebrates its roots 
in Mexico, where a great majority 
of U.S. Hispanics trace their 
heritage. 


You knew Galavision as the 
country’s first Spanish-language 
cable network. Meet the nation’s 

newest Spanish-language 
broadcast network. 


BAKER SFIELD 


GALAVISION 2121 AVENUE OF THE STARS, SUITE 2300, LOS ANGELES, CA 90067 213-286-0122 


SPAN headauarters, Washington. Information: 
(202) 737-3220. 


Nov. 15-16—"Litigating Copyright, Trademark 
and Unfair Competition Cases." seminar spon- 
sored by Practising Law Institute. Halloran 
House, New York. Information: (212) 765-5700. 


Nov. 15-17—21st annual Loyola Radio Conter- 
ence, for college and high school broadcast- 
ers. Among 80 speakers: Bill Plante, CBS 
News, who will deliver keynote address. Holi- 
day Inn Mark Plaza, Chicago. Information: Roy 
Pura, (312) 915-6558. 


Nov. 16—University Network (U-Net) annual af- 
filiates conference, preceding Nationa! Associ- 
ation of College Broadcasters annual confer- 
ence. Brown University, Providence, R.. 
Information: (401) 863-2225. 


Nov. 16—"An Evening with Ben Hollis and 
Wild Chicago," part of screening exhibition, 
"WTTW/Channel 11: A 35th Anniversary Cele- 
bration," which runs Oct. 3-Dec. 3, at Museum 
of Broadcast Communications. Museum, Chica- 
go. Information: (312) 987-1500. 


Nov. 16—Radio-Television News Directors Asso- 
ciation region 12 fall regional meeting. New 
York Hilton and Towers, New York. Information: 
(202) 659-6510. 


Nov. 16-18—Narional Association of College 
Broadcasters third annual conference. Theme: 
"Voices and Visions: College Broadcasters 
Forging the '90's." Keynote speaker: Quincy 
Jones, producer of music, film and television 


and head of Quincy Jones Entertainment. 
Brown University, Providence, R.I. Information: 
(401) 863-2225. 


Nov. 16-18—National Broadcasting Society-Al- 
pha Epsilon Rho south regional meeting. Mem- 
phis. Information: Ken Lane, (501) 972-3070. 


Nov. 17-19—LPTV annual conference and ex- 
position, sponsored by Community Broadcasters 
Association. Keynote speech: FCC Chairman Al 
Sikes. Riviera, Las Vegas. Information: (800) 
225-8183. 


Nov. 19—18th annual Internationa! Emmy 
Awards gala, sponsored by the /nternational 
Council of the National Academy of Television Arts 
and Sciences. Sheraton Centre, New York. Infor- 
mation: (212) 489-6969. 


Nov. 19—Academy of Television Arts & Sciences 
forum luncheon. Speakers: Russell Goldsmith, 
Republic Pictures Corp.; Leslie Moonves, 
president, Lorimar Televison, and Frank von 
Zerneck, von Zerneck/Sertner Films. Beverly 
Hilton Hotel, Los Angeles. Information: (818) 
953-7575. 


Nov. 20— Federal Communications Bar Associ- 
ation monthly luncheon. Speaker: Paul Tag- 
liabue, NFL commissioner. Washington Mar- 
riott, Washington. Information: (202) 833- 
2684. 


w Nov, 20—/nrernational Radio and Television 
Society newsmaker luncheon. Speaker: Tom 
Johnson, president, CNN. Waldorf Astoria, 
New York. Information: (212) 867-6650. 


Nov. 14-16—Television Bureau of Advertising 
annual members meeting. Loews Anatole, Dal- 
las. 


Nov. 17-19—LPTV annual! conference and ex- 
position, sponsored by Community Broadcast- 
ers Association. Riviera, Las Vegas. (800) 225- 
8183. 


Nov. 28-30— Western Cable Television Conter- 
ence & Exposition, sponsored by California Ca- 
ble Television Association. Anaheim Conven- 
lion Center, Anaheim, Calif. 


Jan. 3-6, 1991—Association of Independent 
Television Stations annual convention. Century 
Plaza, Los Angeles. Future convention: Jan. 7- 
10, 1992, Fairmont Hotel, Stanford Court and 
Mark Hopkins Hotel, San Francisco. 


Jan. 14-18, 1991—28th annual NATPE Inter- 


national convention. New Orleans Convention 
Center, New Orleans. 


Jan. 21-23, 1991—Satellite Broadcasting and 
Communications Association trade show. Bal- 
lys, Las Vegas. Information: (800) 654-9276. 


Jan. 24-27, 1991—Radio Advertising Bureau 
Managing Sales Conference. Opryland Hotel, 
Nashville. 


Jan. 25-29, 1991— National Religious Broad- 
casters annual convention. Sheraton Washing- 
ton, Washington. 


Jan. 25-31, 1991— National Association of 
Broadcasters winter board meeting. Ritz-Carl- 
ton, Naples, Fla. 

Feb. 1-2, 1991—Society of Motion Picture and 
Television Engineers 25th annual television 
conference. Westin Detroit, Detroit. Future con- 
ference: Jan. 31-Feb. 1, 1992, Westin St. Fran- 
cis, San Francisco. 

Feb. 27-March 1, 1991— Texas Cable Show, 
sponsored by Texas Cable TV Association. San 


MAJOR MEETINGS 


Antonio Convention Center, San Antonio, Tex. 


March 6-9, 1991—22nd annual Country Radio 
Seminar, sponsored by Country Radio Broad- 
casters. Opryland Hotel, Nashville. Information: 
(615) 327-4487. 


March 24-27, 1991—National Cable Television 
Association annual convention. New Orleans 
Convention Center, New Orleans. 


April 7-9, 1991—Cabletelevision Advertising 
Bureau 10th annual conference. Marriott Mar- 
quis, New York. 


April 15-18, 1991—National Association of 
Broadcasters 69th annual convention. Las Ve- 
gas Convention Center, Las Vegas. Future con- 
ventions: Las Vegas, Apri! 11-14, 1992, and Las 
Vegas, May 1-4 (tentative), 1993. 


April 19-24, 1991—4/7P-TV, international tele- 
vision program marketplace. Palais des Festi- 
vals. Cannes, France. Information: (212) 750- 
8899. 


April 21-24, 1991—Broadcast Cable Financial 
Management Association 31st annual conven- 
tion. Century Plaza, Los Angeles. Future con- 
ventions: April 22-25, 1992, New York Hilton, 
New York, and April 28-30, 1993, Buena Vista 
Palace, Lake Buena Vista, Fla. 


May 15-18, 1991—American Association of Ad- 
vertising Agencies annual convention. Greenbri- 
er, White Sulphur Springs, W.Va. 

May 15-19, 1991—Annual public radio confer- 


ence, sponsored by National Public Radio. 
Sheraton, New Orleans. 


May 16-19, 1991—American Women in Radio 
and Television 40th annual convention. Omni 
Hotel, Atlanta. Future convention: May 27-30, 
1992, Phoenix. 

June 8-11, 1991—American Advertising Feder- 
ation national advertising conference. Opry- 


Nov. 21-23—“Managing the Communications 
| Mix in the Orient and the Pacific," seminar 
designed to assist advertising professionals 
working in the Pacific Rim, sponsored by Asso- 
ciation of National Advertisers. Sheraton Hong 
Kong, Hong Kong. Information: (212) 661- 
8057 


m Nov. 26—Aris & Entertainment Network re- 
gional level local ad sales presentation and 
workshop. Ritz-Carlton, Marina Del Rey, Calif. 
Information: (212) 210-0532. 


Nov. 27—Pay per view conference, sponsored 
by Cable Television Administration and Marketing 
Society. Anaheim, Calif. Information: Bob Wes- 
terfield, (703) 549-4200. 


| Nov. 27—"How Does the Press Cover Eco- 
nomic Abuse?" seminar sponsored by Cenrer 
for Communication. Panelists include Lou 
Dobbs, CNN, and Robert Krulwich, correspon- 
dent, CBS News. Center auditorium, 570 Lex- 
ington Avenue, New York. Information: (212) 
836-3050. 


m Nov. 28—Narional Academy of Television Arts 
and Sciences, New York chapter, drop-in lun- 
cheon. Topic: "The Realities of International 
Co-Production." Speaker: Marla Ginsburg, se- 
nior VP, international co-production and televi- 
sion development, Compagnie Luxembour- 
geoise de Telediffusion. Copacabana, New 
York. information: (212) 768-7050. 


Nov. 28-30 —Western Cable Television Confer- 
ence & Exposition, sponsored by California Ca- 


ee 


land, Nashville. 


June 11-13, 1991—ABC-TV annual affiliates 
meeting. Century Plaza, Los Angeles. 


June 16-19, 1991—Broadcast Promotion and 
Marketing Executives & Broadcast Designers 
Association annual conference. Baltimore Con- 
vention Center, Baltimore. 


June 18-21, 1991—National Association of 
Broadcasters summer board meeting. NAB 
headquarters, Washington. 


July 24-27, 1991—Cable Television Adminis- 
tration and Marketing Society annual confer- 
ence. Opryland, Nashville. 


Aug. 25-27, 1991—Eastern Cable Show, spon- 
sored by Southern Cable Television Associa- 
tion. Atlanta. 


Sept. 11-14, 1991—Radio '91 convention, spon- 
sored by National Association of Broadcasters. 
San Francisco. 


Sept. 25-28, 1991—Radio-Television News Di- 
rectors Association international conference 
and exhibition. Denver. 


Oct. 3-6, 1991—Society of Broadcast Engineers 
fifth annual national convention. Houston. Infor- 
mation: 1-800-225-8183. 1 


Oct. 10-14, 1991 —MIPCOM, international film 
and program market for TV, video, cable and 
satellite. Palais des Festivals, Cannes, France. 
Information: (212) 689-4220. 


Oct. 26-30, 1991—Society of Motion Picture 
and Television Engineers 133rd technical con- 
ference and equipment exhibit. Los Angeles. 
Future conference: Nov. 11-14, 1992, Metro To- 
ronto Convention Center, Toronto. 


July 2-7, 1992—International Broadcasting 
Convention. RAI Center, Amsterdam. Informa- 
tion: London—44 (71) 240-1871. 
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MILLER 


WASHINGTON REPORTING 
FELLOWSHIPS 


Applications 
being 
accepted. 


The Paul Miller Washington Reporting Fellowships are 
designed to help Washington-based print and broadcast 
journalists develop better locally oriented news stories 
in the nation's capital. 


Beginning in spring 1991, 15 fellows will spend two days a 
month for 12 months meeting with experienced Washington 
journalists, visiting the places where local news originates, 
learning how to obtain information, and getting to know 
news sources. 


Eligibility The fellowships are primarily for journalists 
currently or about to be assigned to Washington by any 
regional or national newspaper, wire service, or radio or 
television station maintaining a bureau in Washington. 
Applicants' employers must endorse applications and affirm 
that recipients will be permitted to attend all sessions. 


Selection Fellowships will be awarded based on applicants' 
potential to provide superior coverage of locally oriented news 
in Washington for readers and audiences across the country. 


Schedule Applications are due January 15, 1991. Winners are 
announced in February 1991. Classes start in April 1991. 


Location Many of the sessions will be held at the National 
Press Club; others will take place on Capitol Hill. 


Faculty The sessions will be led by Washington reporters, 
analysts, public-affairs specialists, lobbyists, and others. 


Fees The fellowships are tuition-free. Meals, and, when 
applicable, transportation and lodging, will be provided. 


Affiliation The fellowships are an operating program of the 
Gannett Foundation of Washington, D.C., and are based at the 
National Press Club. 


Additional information and application forms are available from: 


Paul Miller Washington Reporting Fellowships 
PO. Box 12310, Arlington, VA 22209, Phone: (703) 875-0920 


À Program of the 


Gannett Foundation 


ble Television Association. Anaheim Convention 
Center, Anaheim, Calif. Information: (415) 428- 
2225. 


Nov. 29—American Sportscasters Association 
sixth annual Hall of Fame dinner. Marriott Mar- 
quis, New York. Information: (212) 227-8080. 


Nov. 29—"An Evening with John Callaway 
(Chicago Tonight and Callaway Interviews)," part 
of screening exhibition, "WTTW/Channel 11: A 
35th Anniversary Celebration," which runs Oct. 
3-Dec. 3, at Museum of Broadcast Communica- 
tions. Museum, Chicago. Information: (312) 
987-1500. 


Nov. 30—"Marketing to Youth: New Forms of 
Communication," seminar sponsored by Cen- 
ter for Communication featuring executives of 
Fred/Alan Inc., entertainment-based "youth 
advertisers" associated with MTV. Center au- 
ditorium, 570 Lexington Avenue, New York. 
Information: (212) 836-3050. 


Nov. 30—Deadline for entries in 15th annual 
Television Bureau of AdvertisinglAutomotive Com- 
mercial Competition, for automotive dealers and 
dealers associations, their ad agencies or TVB 
member TV stations. Information: Lauren 
Schachter, TVB, (212) 486-1111. 


DECEMBER 


Dec. 1—National Academy of Television Arts and 
Sciences Miami chapter Emmy Awards presenta- 
tion. Diplomat Hotel, Miami. Information: Christi 
Shea, (305) 325-2465. 


Dec. 1—National Broadcasting Society-Alpha Ep- 
silon Rho New England regional meeting. Fra- 
mingham, Mass. Information: Donna Walcovy, 
(508) 626-4698. 


Dec. 1—8Michigan AP Broadcasters Association 
regional meeting for southern Michigan. Ann 
Arbor, Mich. Information: Geoff Haynes, (313) 
259-0650. 


Dec. 2-7— Poynter Institute for Media Studies 
seminar, "Broadcast: Video Graphic Design." 
Poynter Institute, St. Petersburg, Fla. Informa- 
lion: (813) 821-9494. 


Dec. 3-4—"Litigating Copyright, Trademark 
and Unfair Competition,” seminar co-spon- 
sored by Practising Law Institute and California 
Continuing Education of the Bar. Beverly Hilton, 
Los Angeles. Information: (212) 765-5700. 


Dec. 3-4—Financial Times 11th conference on 
World Telecommunications. London. Informa- 
tion: 071-925-2323. 


Dec. 3-9—Africa Telecom '90, sponsored by 
Posts and Telecommunications Corp. of Zimbabwe 
and International Telecommunication Union. 
Theme: “Mobilizing Resources for Develop- 
ment.” Harare International Conference Center 
and Sheraton Hotel, Zimbabwe. Information: 
41-22-730-5244. 


Dec. 4—"An Evening with Bill McCarter (presi- 
dent, WTTW)," part of screening exhibition, 
"WTTW/Channel 11: A 35th Anniversary Cele- 
bration," which runs Oct. 3-Dec. 3, at Museum 
of Broadcast Communications. Museum, Chica- 
go. Information: (312) 987-1500. 

Dec. 4-5——"The Economic Outlook for 1991," 
conference for journalists sponsored by Wash- 


ington Journalism Center. Watergate Hotel, 
Washington. Information: (202) 337-3603. 


Dec. 4-6—Cable Television Administration and 
Marketing Society service management master 
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course. Los Angeles. Information: (703) 549- 
4200. 


Dec. 4-7—Cable Television Administration and 
Marketing Society sales management master 
course. Orlando, Fla. Information: (703) 549- 
4200. 


Dec, 4-7—Arbitron radio advisory council 
meeting. Laguna Niguel, Calif. 


= Dec. 5—National Academy of Television Arts 
and Sciences, New York chapter, drop-in lun- 
cheon. Topic: "To See Ourselves As Others 
See Us...Cable for the Viewer, Operator and 
Advertiser." Speaker: Bill Scott, president and 
chief executive officer, The Travel Channel. 
Copacabana, New York. Information: (212) 
768-7050. 


Dec. 5-8—Povnter Institute for Media Studies 
seminar, "Broadcast: News Graphics for Pro- 
ducers." Poynter Institute, St. Petersburg, Fla. 
Information: (813) 821-9494. 


Dec. 6-7—"Telecommunications Policy and 
Regulation: The Year Ahead," seminar co- 
sponsored by Practising Law Institute and Fed- 
eral Communications Bar Association. Capitol Hil- 
ton, Washington. Information: (212) 765-5700. 


Dec. 7—Deadline for entries in Edward R. Mur- 
row Award, which honors an individual whose 
work has fostered the growth, quality and im- 
age of public radio, sponsored by Corporation 
for Public Broadcasting. Information: (202) 879- 
9772. 


Dec. 8—Texas Associated Press Broadcasters re- 
gional seminar. Corpus Christi Marriott, Cor- 


ERRATA 


WEZO(FM), now WMMO(FM) Orlan- 
do, Fla., sought assignment of li- 
«ense from Charisma Radio of Or- 
lando — inc. fo 


Intermart 
Broadcasting of Orlando Ine; 
Timm Enterprises Inc., and PN Ra- 
dio Co., equally , not solely to In- 
termart as reported in ‘‘For the 
Record,” Sept. 10. Station oper- 
ates with 38 kw, not 1.5 kw. 


pus Christi, Tex. Information: Diana Jensen, 
(214) 991-2100. 


Dec. 11—"New Technologies: Fiber Optics 
and the Opening of Communications,” semi- 
nar sponsored by Center for Communication. 
Among speakers: Reese Schonfeld, president, 
Current Trends Productions; former president, 
CNN, and past president, Optic Fiber in Ameri- 
ca, Center auditorium, New York. Information: 
(212) 836-3050. 


Dec. 12—Academy of Television Arts and Sci- 
ences forum luncheon. Speakers: J. Nicholas 
Counter ۱۱۱, Alliance of Motion Picture and Tele- 
vision Producers, and Alfred DiTolla, Interna- 
tional Alliance of Theatrical Stage Employes. 
Topic: "New Technologies and Industry 
Changes.” Beverly Hilton, Los Angeles. Infor- 
mation: (818) 953-7575. 


The RTNDA 
Edward R. Murrow 
Awards. 


When it comes to the finest in radio and 
television journalism, the name says it all. 


Edward R. Murrow's accomplishments embody the purpose of the RTNDA Murrow 
Awards—to recognize radio and television journalism's very best work. 

This year's RTNDA Murrow Awards entry deadline is January 15, 1991. All 
material entered must have aired in calendar year 1990. Competition is open to all U.S. 


radio and television stations. 


Awards are presented in five categories: Overall Excellence, Spot News Coverage, 
Continuing Coverage, Investigative Reporting, and News Series/Documentary. 

Your station could be one of ten to receive a Murrow Award at RTNDA's gala 
presentation, September 25, 1991, in Denver, Colorado. For more information, 


contact RTNDA. : 
r 


۳1۳92۳ 


Radio-Television News Directors Association 
1717 K Street, NW, Suite 615, Washington, DC 20006; (202) 659-6510; fax (202) 223-4007 


Dec. 12—American Women in Radio and Televi- 
sion, Washington chapter, Christmas party. 
Washington. Information: MacKenzie Kearney, 
(202) 820-2048. 


Dec. 14—Deadline for entries in Academy of 
Television Arts and Sciences 12th annual college 
television awards. Information: (818) 953-7575. 


Dec. 13—"Is There a Future for Public Televi- 
Sion? What Should It Be?" seminar sponsored 
by Center for Communication. Center auditori- 
um, 570 Lexington Avenue, New York. Infor- 
mation: (212) 836-3050. 


Dec. 13-14—C-SPAN "Capitol Experience" 
seminar "to provide cable operators with in- 
Sight into the network's programing philoso- 
phy, reasons to carry C-SPAN and ways to 
promote it among their general audience." C- 
SPAN headquarters, Washington. Information: 
(202) 737-3220. 


Dec. 13-16—Focus news workshop for radio 
reporters and producers working in bilingual 
environments, sponsored by Alaska Public Ra- 
dio Network and Corporation for Public Broad- 
casting and hosted by Western Public Radio 
and KQED-FM San Francisco. San Francisco. 
Information: Karen Cox, (907) 563-7733. 


Dec. 17-20— "Fiber Optic Installation, Splicing, 
Maintenance and Restoration for Cable TV Ap- 
plications," training class offered by Siecor 
Corp. Siecor, Hickory, N.C. Information: (704) 
327-5000. 


Dec. 18—"On Location at Channel 13 
[WNET],” tour sponsored by Center for Commu- 
nication. Information: (212) 836-3050. 


Dec. 31—Deadline for nominations for Break- 
through Awards, sponsored by Women, Men 
and Media, ۵ national research institution of 
University of Southern California, School of 
Journalism, honoring "media industry's most 
significant breakthroughs in the portrayal and 
employment of women." Information: (213) 
743-8180. 

Dec. 31—Deadline for applications for National 
Association of Hispanic Journalists annual schol- 
arship awards. Information: Patricia Rodriguez, 
(202) 783-6228. 


JANUARY 1991 


Jan. 3-6—Association of Independent Television 
Stations annual convention. Century Plaza. Los 
Angeles. 


Jan. 6-8—Cable Television Administration and 
Marketing Society research conference. Scotts- 
dale, Ariz. Information: (703) 549-4200. 


Jan. 7—Deadline for entries in Commendation 
Awards, sponsored by American Women in Ra- 
dio and Television. Information: (202) 429-5102, 
AWRT, suite 700, 1101 Connecticut Avenue, 
N.W., Washington, D.C. 20036. 


Jan. 8—Deadline for entries in "RadioBest" ! 
Awards for creative radio advertising, spon- 
sored by Twin Cities Radio Broadcasters Associa- 
tion. Information: (612) 544-8575. 


a Jan. 11—Non-televised portion of 12th annu- 
al ACE Awards, sponsored by National Acade- 
my of Cable Programing. Beverly Wilshire hotel, 
Los Angeles. Information: (202) 775-3611. 


a Jan. 13—12th annual ACE Awards ceremo- 
ny, televised, sponsored by National Academy 
of Cable Programing. Wiltern Theater, Los An- 
geles. Information: (202) 775-3611. 
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CONCERNED ABOUT ۸ 


EDITOR: 1 recently tuned in to the Voice 
of America and was greatly disturbed 
with what I heard: a series of taped 
messages to U.S. citizens trapped in Iraq 
and Kuwait. The messages were heart- 
felt expressions of concern and support 
from family members at home, aired as 
part of a cooperative effort between 
VOA and the State Department. The 
problem is that they were clearly not 
intended for the hostages in the Gulf. 
The VOA feature, which is broadcast 
daily, is intended for an audience closer 
to home: in the White House and on 
Capitol Hill. It is part of a new cam- 
paign at the Voice to exploit each world 
crisis for its public relations value. 

I worked as a Voice of America corre- 
spondent in Los Angeles for six-and-a- 


“I Never Have Enough Time to Think!" 


We Will Pay You to Think. 


The William Benton Fellowships in Broadcast Journalism 
at the University of Chicago offer mid-career TV and radio 
reporters, news executives, producers, writers, editors, 
videographers, and even news graphic artists a 9-month 
academic program (with stipends normally equivalent to full 


salary). 


Come and recharge your brain in an environment of Nobel 
Prize winners, world-class scholars, and the top professionals 
in journalism. The program is supported by Encyclopaedia 


Britannica, Inc. 


February 1, 1991. 


For more information, write: Peter M. Herford, Director, 
William Benton Fellowships, The University of Chicago, 
5737 University Ave., Chicago, IL 60637 


The application deadline for the 1991-92 program is 


WILLIAM BENTON FELLOWSHIPS IN BROADCAST JOURNALISM 
THE UNIVERSITY OF CHICAGO 


NMI 


half years, and frequently corrected peo- 
ple who referred to VOA programs as 
‘‘propaganda.’” I assured the critics that 
if they could only listen they would see 
the Voice represents the finest traditions 
in American broadcast journalism. The 
traditions are now being lost, as VOA's 
current management becomes cynically 
adept at the PR game. 

The mood at the Voice has altered, as 
the legacy of objectivity developed by 
generations of broadcasters is sup- 
pressed by the agency’s management for 
short-term political gain.—Mike O'Sul- 
livan, Los Angeles. 


OTHER SIDE OF FEES 


EDITOR: The view of David Levy in his 
Oct. 29 “Open Mike’’ that spectrum 
fees are ‘‘owed’’ to the federal govern- 


= 


ment by broadcasters overlooks the facts 
as we know them surrounding this issue. 

The facts are that: 1.) 35% of broad- 
casters already operate at a pre-tax loss; 
2.) Broadcasters provide $2 billion 
worth of public service each year; 3.) A 
spectrum fee as proposed by the Bush 
Administration destroys the nexus be- 
tween broadcasters and the government, 
and is a regressive tax which ignores 
station profitability; 4.) Such a fee re- 
duces the ability of stations to provide 
local news, public affairs and other ser- 
vices for which they were licensed in the 
first place. 

Broadcasters’ opposition to spectrum 
fees has nothing to do with *'greed,'' as 
Mr. Levy puts it, but everything to do 
with providing the resources which sta- 
tions need to operate and to serve their 
audience with local programing. 

Not every station in America is oper- 
ating as profitably as KDOC-TV. While 
we share Mr. Levy’s concern for the 
national economy, the enactment of a 
spectrum fee would not resolve that 
problem and could put hundreds of 
broadcasters out of business. 

As for indicating he will take the mat- 
ter up with his board, I am sure Mr. 
Levy understands that one of the respon- 
sibilities of any board of directors is to 
make sure that the company it directs 
remains financially strong and solvent. I 
find it hard to believe that any board 
would find a 5% tax on gross receipts, 
not profit, as consistent with its fiducia- 
ry responsibilities.—James C. May, ex- 
ecutive vice president, government rela- 
tions, National Association of 
Broadcasters, Washington. 


NEW TWIST TO LOWEST 
UNIT RATE 


Epitor: Every few years or so, the 
**Jowest unit rate” for political advertis- 
ing scam raises its ugly little head to all 
of us broadcasters. 

Frankly, I’m just a little tired of hear- 
ing about some supposed God-given 
right for once-in-a-blue-moon political 
candidates to get the lowest unit rate 
available on my radio station. 

There's a big difference between the 
four-week schedule Joe Doe for dog 
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THE PICTURE 
SURE HAS CHANGED 
IN 20 YEARS. 


PERCENTAGE OF NETWORK PRIMETIME ENTERTAINMENT SERIES 
CONTROLLED BY Major STUDIOS 


1970 


MPAA 
STUDIOS | 


39% 


MPAA STUDIOS: TIME- WARNER-LORIMAR, SONY-COLUMBIA, FOX, MCA-UNIVERSAL, PARAMOUNT, MGM-UA, DISNEY, ORION 


THE NEWS THAT MATSUSHITA may acquire MCA/Universal 
is yet another sign of the dramatic transformation of power 
and resources now under way in Hollywood. 

Like the Time-Warner merger, Sony’s purchase of 
Columbia, Australian News Corp.'s purchase of Fox and 
Pathe’s purchase of MGM/UA, the Matsushita bid reflects the 
trend toward highly concentrated ownership of America’s 
television production industry. Ironically, this studio consoli- 
dation is taking place under the government's 1970 Financial 
Interest & Syndication Rules—regulations originally designed 
to promote diversity by helping small independent producers. 
Instead, the rules have given a handful of giant studios the 
opportunity to dominate the business of producing television 


programs for the American public. 


The facts speak for themselves: In 1970, major studios 
owned just 39% of network primetime entertainment series. 
Today the figure is 72%, and studio officials predict that their 
domination. of the primetime market will continue to rise 
over the next few years. 

Itdoesn’thave tobe this way. Without the restrictions 
of the Financial Interest & Syndication Rules, ABC, CBS and 
NBC each could become a competing source of badly needed 
financing for independents. Remember, the networks depend 
on diverse sources of programming, and a vibrant indepen- 
dent production community is essential to our health. 

Competition and diversity. Two goals in the mutual 


interest of independent suppliers and the television networks, 


att, 


NBC 


and in the best interest of the viewing public. 


S © 


catcher is placing and the 52-week-for- 
the-last-four-years schedule the auto 
dealer is placing. 

The auto dealer deserves what he's 
getting, he's earned it. The politician, 
he legislates it, and once again, all of us 
broadcasters just roll over and say ''Can 
I have some more 80056, ۰ 

I heard the news item a few days ago 
regarding Inderol (the blood pressure 
medication). The Veterans Administra- 
tion gets 4 cents, the pharmaceutical 
companies sell to Medicare the same pill 
for 40 cents, and the same pharmaceuti- 
cal companies sell it overseas for less. 
That story got me thinking about the 
$5,000 wrench and $10,000 toilet seat 
the government paid for some defense 
programs a few years back (and continue 
to do today). 

And / have to listen to BS about low- 
est unit rates for political advertising! 

Political advertising is nickles and 
dimes when compared to the billions in 
government contract waste! If Congress 
wants to focus on something that means 
something, why not legislate a simple 
"lowest unit rate’’ for al! government 
purchases, and get off the backs of radio 
and TV. 

If some politician would put a little 
time and energy into this sort of legisla- 
tion he'd probably never have to spend a 
dime on political advertising, and be set 
for life.—Harry Gregor Jr., president 
owner Hudson Valley Wireless Commu- 
nications Corp., Poughkeepsie, N.Y. 


TIME TO RECONSIDER 


EDITOR: Professor Michael Starr, in his 
Oct. 8 "Monday Memo," points to the 
need for a communications policy to be 
achieved through the establishment and 
deliberations of a national commission. 
I wonder if such a commission might 
not recommend: 


1. Promoting experiment and techno- 
logical advance; 

2. Determining the proper roles of 
monoply and competition in the provi- 
sion of telecommunications services; 

3. Enhancing the potentialities for 
progress through the removal of unneed- 
ed or obsolete restrictions on private ini- 
tiative; 

4. Improving the capacity of govern- 
ment to meet its continuing responsibil- 
ities in telecommunications; 

5. Expanding study and research, 
both public and private, in the field of 
telecommunications policy and; 

6. Promoting international coopera- 
tion. 

Having read Professor Starr's ‘‘Mon- 
day Memo"' with a sense of deja vu I 
turned to the source of the above, the 
Dec. 7, 1968, “Final Report’’ of the 
President's Task Force on Communica- 
tions Policy, the  sometimes-called 
"Rostow Commission,’ so-named for 
its Chairman, Professor Eugene V. Ros- 
tow. 

One of the major conclusions this sev- 
eral-hundred-page long report came to 
was to keep an eclectic approach to poli- 
cies and institutional arrangements relat- 
ing to the electromagnetic spectrum. 

Perhaps, rather than a costly commis- 
sion, a small group could be commis- 
sioned to reread this document and see 
how much of it remains applicable. For 
reasons unknown to me, the report was 
not released to the public for an extreme- 
ly long time after its submission to the 
White House. My memory is that it took 
almost two years but, after 22 years, my 
memory may be a bit out of phase. 

If nothing else, this argues that there 
ought to be some sort of formal institu- 
tional memory bank for telecommunica- 
tions policy issues.—Bert Cowlan, se- 
nior advisor, Public Service Satellite 
Consortium, New York. 


THE UNITY AWARDS IN MEDIA 


Lincoln University of Missouri 
The38th Annual Unity Awards in Media will recognize contributions in media of works that 
reflect issues impacting the rights and well being of minorities and/or the handicapped. 
Lincoln University of Missouri invites entries in this national recognition of outstanding 


cox etage of these problems, issues or concerns. 


DIVISIONS: 


Print: General Audience; Print: Minority Audience; Broadcast: Radio; Broadcast: Televi- 


sion, 


CATEGORIES: 


Reporting of: economics, education, politics, public affairs/social issues; investigative re- 


porting or editorial writing. 
ENTRY DETAILS: 


Contact: Harry Trickey, Department of Communications, Lincoln University of Missouri, 
820 Chestnut St., Jefferson City, Mo. 65101; or call (314) 681-5437. All entries must be 


received hy Jan. 4, 1991. 
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VETV 
VIT 

VNEM 
VSLA 
SEE DIS 
VLVI 

ETK 
FCF 
-FQC 
EMT 
BFT 
ATV 

SKVR 
KVU 
JOH 
SUT 
VM 

15V-7 


What we mean, of course, is that they all have purchased 
Ampex switchers, and we dont exactly give those things away. 
But whats more important is what the TDs and directors at 


BTQ-7 


AUC U 
WITF 
KITV 
WISN 
WCVB 
WAKA 
STO 
WJCL. 


VVOUL 
WTVH 
KGBT 
KRGV 
KTXS 
WSLS 


۷۷ مک‎ 
KPIX 
KSEE 
KRMA 
WOFL 
WATL. 


WHME WHO 


WJZY 


WGN 


۷۷۱۱۷۱۲ 
WVIZ 
WGAL. 
KOAT 
WUTR 
WCET 
WSYX 
WCAU 


These stations had to pay us 
to get on this list. 


KSBY 
WMPB 
STW-9 
BCV-8 
KBS 
CSSR 
BBC 
WABI 
WCCB 
WETM 
WXXI 
KEZI 
WTAE 
SET 
WCFE 


WOKR 
WIPB 
WTVJ 
KGUN 
KCOY 
WHCT 
WMAZ 
WBAL 
WBFF 
KSPR 
WPTZ 
WHYY 
KLRN 
KTMD 


WTTW KODE 


stations like these are saying about our switchers... 


“We can configure the switcher any way we choose, fast! 
Between live news and some spot breaks we have only 30 
seconds to change TDs, directors, everything! With Century we 


can do it, with time for a sip of coffee to spare” 


“Key clip level, gain level, etc., are all stored per source 
in the Century's key memory—we never have to adjust a key 


on-air” 


“We store all of our switcher setups on the same disk 
where we store our program options. Then we can pop the disk 


©1990 Ampex Corporation 


WISH 
WETK 
KCAL 
KTNV 
WYAH 
WITV 
KFME 
KLTV 
WSFA 
KPNX 
KICU 
KSBW 
KCNC 
WRC 
WXEL 


WUTR 


WXMI 
WYOU 


WTWVW WNEP 


WPSD 
KPLC 
WJZ 
KMOV 
WFIE 
WHAS 
KLFY 
WDSU 
WMAR 
WLOS 
WXII 
WRGB 
WBNS 


WVIA 
WIS 
WSMV 
KCOS 
KPRC 
KTRK 
WWCP 
WYFF 
KBTX 
KFDM 
KSAT 
KVUE 
KSL 


in and have our entire switcher ready, bingo, for the whole 
program... with all the panel memory setups...in 3 or 
4 seconds!" 


So if youre considering a switcher for your broadcast 


> 


cdi 
-— 


AMPEX 


BC-110-CENB 


facility, get the full story before making a decision. Call 
1-800-285AMPEX for a poster and an information kit. 


MONDAY MEMO 


A radio format commentary from James Opsitnik, president, Bonneville Broadcasting System, Northbrook, Ill. 


ing change. And like most 

changes, this one is temporarily 
messy. While some stations abandon the 
format, others attract record audiences 
and earn optimum profits. As program- 
ers debate the nuances of a new instru- 
mental sound, the format evolves. This 
period of ‘‘creative chaos’’ will ulti- 
mately, make easy listening more rele- 
vant to its core audience and more valu- 
able to advertisers. 

Would-be defectors from the easy lis- 
tening format make three sequential as- 
sumptions to rationalize their leap into 
the lifeboat. 

W They assume the format is old. 
They figure that core listeners aren't get- 
ting any younger. 

W They suppose that baby boomers 
weaned on FM top 40 won't acquire a 
taste for easy listening even as they age. 

W Therefore, in anticipation of a fu- 
ture problem, they decide to do some- 
thing different now to prepare for 
doomsday. 

While this logic hangs together inter- 
nally, it ignores the fact that in every 
generation instrumental music presenta- 
tions attract a significant share of the 
audience. 

The dynamic that makes easy listen- 
ing a viable format is rooted in personal 
psychology and Americans' lifestyles. 
Easy listening speaks to the needs of a 
particular kind of person, well educated, 
upscale but traditionally oriented and 
conservative. This relatively homoge- 
neous audience finds its way to the easy 
listening station on the dial. 

And yet, in broad demographic terms, 
easy listening is riding the age wave. 
With core audiences firmly in the 35-44 
and 45-54 age cells, the format is track- 
ing the growth of the baby boomers, the 
nation's largest population group, which 
according to government data will grow 
by 4596 by the turn of the century. 

More than a format label, easy listen- 
ing is a psychological symbol. Easy lis- 
tening music is an adult coping mecha- 
nism which compliments and 
compensates for busy lives in chaotic 
urban environments. Easy listeners can 
be characterized by a respect for essen- 
tial American values and a desire to hum 
along with familiar music. But the music 


E asy listening is a format undergo- 


24 Monday Memo 
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doesn't exist in a vacuum. It regularly 
changes in content and instrumentation. 
Listeners use easy listening music as a 
mood enhancer to reduce tension, relax 
and to cope with the world (or the traf- 
fic) around them. 

With the second largest female audi- 
ence, the highest (non-ethnic) time spent 
listening and the second biggest exclu- 
sive cume (after country), the format 
offers a marketer a highly attentive, long 
listening, homogenous, upscale, educat- 
ed audience. In contrast to prevailing 
myths, easy listeners are not ancients in 
orthopedic shoes but, instead, are the 
leading edge of the baby boomers and 
their parents, endowed with ideas, inter- 


and Visa. Easy listeners aer 35% more 
likely to earn household incomes of 
$50,000-$60,000 and are 42% more 
likely than the average listener to be 
professional—executives, administrators 
or managers. 

As active shoppers, easy listeners 
shop for groceries more often and spend 
more on each trip. The same holds true , 
when they go to the mall and when they , 
patronize full service restaurants. When | 
categorized by the VALS methodology, 
easy listeners fall into the two higher 
quality groups: achievers and belongers. | 
Achievers are those who have maxi- : 
mized their earning potential, who strive 
to live well and derive maximum life- ' 
style benefits and enhancements from | 
their earnings. Belongers, with equally ' 
strong financial resources, want to use 
their resources to fit in and be a part of ! 
their surroundings. 

When you consider the qualitative as- 
pect of easy audiences and the relative 
stability of the format, many of the de- 
fections don't make sense. In a business 
that venerates the slogan ''the only con- 
stant is change,” are broadcasters aban- 
doning the easy listening format just for 
the sake of change? ; 

In most cases, stations leaving the for- ' 
mat have cashed in a unique brand fran- ı 
chise in favor of an insurgent position as 
the second, third or even fourth soft AC | 
in an overcrowded 


ests and disposable 
income. 


marketplace. In 


Even those who “Broadcasters must some instances the ۰ 
drove the stake 1 f total audience at- : 
through Monta- work harder and tracted has been | 
vani’s heart cannot smarter to define substantially less. In : 
deny the fact that ; 01 tiog others, where the. 
easy listening as a and artic ulate the z numbers were 
strategy for attract- quality and value of strong, stations 


ing sellable audi- 
ences is a viable 
one. The  demo- 
graphics paint a pic- 
ture of an audience 
with an average household income of 
$33,100 (9% above the national aver- 
age), 60% of whom are married. and 
won their own homes. 

As a group, they index significantly 
higher than almost every format for 
ownership of insurance policies, stocks, 
money market funds, CD's, IRA's and 
for using American Express, Mastercard 


their audiences for 
advertisers." 


have had real diffi- | 
culty turning bigger ! 
numbers into bigger ' 
ad revenues. Before 
you follow the lem- 
mings, you should ‘‘know when to hold 
'em and know when to fold ’em.’’ | 

In marketing terms, easy listening ra- 
dio stations present highly desirabe buy- 
ers of goods and services to advertisers. 
Broadcasters must work harder and 
smarter to define and articulate the qual- 
ity and value of their audiences for ad- 
vertisers. 


ii. 
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Get ۷۲ 


“People relate to ‘Roseanne’ because it tries Lo 
be true to life...we try to keep it true to the 
original values that I wanted 
to bring to TV And I 
think those 
x» Values are 
traditional 
American 
family values.” 


Roseanne on ROSEANNE 


Get Roseanne. 


VIACOM is a registered trademark of Viacom International Inc. VI ACO AA 
©1990 Viacom International Inc. All rights reserved. TM 


This week. Next week. 
Every week. 


Trade publications read at least once in the past month? 
TV Executive Combined Radio/TV 
Respondents Executive Respondents 

BROADCASTING 95.596 88.3% 

Electronic Media 89.8 56.4 

NAB News 73.3 73.3 

Radio & Records 6.5 28.8 

Radio Business Report 6.2 19.8 

Radio Only 6.0 36.3 

RadioWeek/TV Today 73.3 78.8 

| RTNDA Communicator 11.0 8.4 
Sound Management 3.5 27.1 


Once again. First again. 
Broadcasting” 


Source: NAB Survey conducted by Macro Market Research. Spring 1990. 
Prompted, aided recall, multiple questions tabulated. Report provided by and 
permission to reprint given by NAB. 


TOP OF THE WEE 


1991: TW’S NEXT DECADE IS IN WITH A WHIMPER 


Station owner budgets have low revenue expectations but call for 
flat to higher margins; belt-tightening is order of the day 


he television broadcast industry is 

not optimistic about 1991...nor is 

it panicking. Station operators, re- 
cent veterans of revenue disappoint- 
ment, said last week they are instead 
calmly planning for mostly low single- 
digit revenue increases, and budgeting 
expenses accordingly. Such caution is 
inspired by uncertain storm patterns on 
the horizon, originating in the Middle 
East and in a possible domestic reces- 
sion. 

Further humbling the 1991 budgeting 
process of recent weeks is the uncertain 
fourth quarter market in which owners 
and operators find themselves. Bud 
Hirsch, executive vice president of mar- 
keting and sales for the NBC Television 
Stations Division, said several weeks 
ago that those who have already budget- 
ed may soon be making revisions: ‘‘If 
we budgeted for 199] a month or two 
ago we were basing those numbers on a 
positive fourth quarter. But if the fourth 
quarter is actually down, those 199] 
comparisons are now inflated and so the 
budgeting has to be revised.’ 

Whatever broadcasters may wish for 
the industry, for budgeting purposes 
they are planning for meager revenue 
gains in 1991. While projections vary, 
depending on region and whether the 
stations are affiliated or independent, the 
median average revenue growth project- 
ed by the industry appears to be 2%-4%. 

Examples include one publicly-held 
group owner that is expecting flat-2% 
market growth but is counting on its 
stations outperforming the market. Mul- 
timedia Chairman Walter Bartlett said: 
"We have been in a media recession 
since the last quarter of 1989, and I 
don't see us coming out of that necessar- 
ily during 1991. Television revenue, ex- 
cluding our new Cleveland acquisition 
(proposed 51% purchase of WKYC-TV), 
will at best be plus 2% or 396." 

Such talk is only slightly more pessi- 
mistic than projections from the Televi- 
sion Bureau of Advertising, which indi- 
cate 1991 station gains of 396-596 from 


advertising by both local and national - 
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advertisers. The projections thus would 
fall short of the larger economy which is 
projected by the New York-based busi- 
ness association, The Conference Board, 
to show real growth of 1.6% on top of 
5.5% inflation. 

Although the projected station gains 
would thus actually represent a decline 
in real dollars, many of the 1990 bases 
from which station growth is measured 
include sizable quantities of political ad- 
vertising, so that the underlying gains 
are at least a little higher than they seem. 

To preserve profit margins TV station 
owners are also budgeting expense in- 
creases of the same magnitude or lower. 
Dick Appleton, president of Northstar 
Television Group, said: ‘‘Results for 


both 1990 and 199] are very expense 
driven." 

Station staffs shudder at talk of cost 
control but in fact none of the broadcast- 
ers who talked with BROADCASTING re- 
cently included layoffs as a means to 
their 1991 ends. That largely may be 
explained by earlier layoffs that quietly 
took place at groups and individual sta- 
tions, a consequence of leveraged 
buyouts, regional recessions or fore- 
sight. 

Said Ben Tucker, executive vice pres- 
ident of Fresno, Calif.-based Retlaw 
Broadcasting: ''At all of our stations for 
two years we have had a hiring freeze 
which really translated into a more strin- 
gent approval process under which we 
would hire only in those areas that 
would result in additional revenue. .that 
could also mean adding a small news 
bureau if we thought the added coverage 
would have positive results.” Tucker 
added that with attrition, staffing at the 
group's six TV stations is down 496-596. 
Appleton said that his stations had al- 
ready gone through a ''lifeboat'" plan— 
the minimum staff to which a station 
might cut back in extremis. 

In addition to staffing levels and sala- 
ry increases, which most station opera- 
tors think they can control, health insur- 
ance and other employe benefits are 
proving more difficult, and at least one 
of the group owners commenting said 
that a change in the health plan was one 
of the items ‘‘on the table” in current 
union negotiations. 

The other major cost, besides person- 
nel, for TV stations is programing, and 
here there continues to be progress, ac- 
cording to many station owners. Ben 
McKeel, vice president, television, for 
Nationwide Communications, said that 
station operators have been relatively 
successful at avoiding speculative bid- 
ding for product: ** And if you feel that a 
Roseanne is the answer to all your prob- 
lems...the chances are that you will 
compensate by putting in cheaper prod- 
uct in other time slots." Fred Walker, 
president of Broad Street Television 
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Corp., said that company's KWQC-TV 
Davenport, Iowa would see a slight de- 
cline in syndicated programing costs, 
while budgeting a mid-single-digit in- 
crease in news budgets—the station has 
expanded its local news operations to 
seven nights a week. 

Other factors will be helping some 
station operators maintain or improve 
margins, including prior-year's writeoffs 
of underperforming programing. Some 
stations have protected themselves from 
cost increases by negotiating longer- 


term arrangements. Music licensing is 
variable and should moderate propor- 
tionate to revenue, said Larry Pollock, 
president of Capital Cities/ABC-owned 
TV stations, East. 

With revenue barely up and costs 
planned to grow even less, many broad- 
casters are hoping to maintain or even 
increase their 1990 margins. And recent 
analysts’ reports from firms such as 
Goldman Sachs, Morgan Stanley and 
Oppenheimer & Co., indicate that Wall 
Street has apparently accepted such 


hopes as reasonable for the publicly-held 
group owners. 

But given the miscalculations in the 
last decade many station owners conced- 
ed that a worse outcome next year would 
not surprise them. Said Retlaw's Tuck- 
er: "Everyone has been more wrong 
than right over the last few years.” And 
one group owner who is still in the pro- 
cess of working out a 1990 budget said: 
“Tve heard several people, particularly 
those on the East Coast, say they will be 
lucky to be flat in earnings.” -GF 


NETWORKS NECK AND NECK IN RATINGS RACE 


s of last Wednesday, only six 
tenths of a rating point separated 
first-place NBC (13.3 rating and 

22 share) and third-place ABC (12.721) 
in the season-to-date ratings race. CBS 
is only two-tenths from the lead with a 
13.1/22. This season's race is shaping 
up to be the closest since the 1964-65 
season which ended with CBS and ABC 
tied for first and NBC one-tenth of a 
rating point behind the two. The biggest 
surprise of the competitive season to 
date has been the performance of CBS. 
"The reason it's a surprise is that 


when people did estimates of the season, 
like upfront buying, they weren't able to 
see the pilots of CBS shows because 
they weren't ready," said Paul Schul- 
man of New York advertising agency, 
Paul Schulman Co. He cited the unex- 
pected performances of shows such as 
The Trials of Rosie O'Neill, WIOU, The 
Flash and Evening Shade. ‘‘Those 
shows have exceeded people's estimates 
and have helped CBS in the ratings.” 
Although some observers have point- 
ed to CBS baseball coverage as the rea- 
son for its resurgence this season, the 


CPT ASKS FOR WAIVER OF PRIME TIME ACCESS RULE - 
FOR "MARRIED WITH CHILDREN" 


C olumbia Pictures Television has asked the FCC for a waiver or similar 
ruling that will allow it to bypass the prime time access rule when selling 
its hit Fox show, Married...with Children, regardless of what definition the 
commission comes up with for the Fox network. CPT said it would consider 
taking the show to first-run syndication, if it did not get relief, in order to 
continue selling the program, unencumbered by PTAR, to stations for play in 
the lucrative prime time access time period (the hour leading into prime time). 
Currently, PTAR forbids network affiliates in the top-50 markets from airing 
network or off-network programs in prime time access. CPT is currently 
selling the first three-and-a-half year's episodes as an off-Fox property, which 
affiliates everywhere may air in prime access. However, Fox is now technical- 
ly a network by FCC standards, with a waiver exempting it from current 
network rules until next May. But CPT said it needs the issue, at least as far as 
Married is concerned, resolved shortly. That's because CPT's agreement to 
produce the show for Fox expires at season's end, and to preserve its option to 
take the show to first-run, the company said, it needs an answer by December, 
which would give it enough time to formulate a first-run plan to present at the 
NATPE International convention in January. CPT asked the FCC to waive 
PTAR as it would apply to Married if the show is placed on one of the big 
three. Otherwise, it said, Fox would have a ''substantial negotiating advan- 
tage” in negotiations, with the ability to cast itself as the ‘‘only realistic 
option.’ CPT said going to first run was not the preferred option, although it 
would not be the first time a Fox show has made that transition. This season, 
Cannell Distribution took 2/ Jump Street into first-run after it was cancelled 
by Fox last spring. CPT said it deserved a waiver because it assumed 
"substantial risks" in producing for Fox in the first place, and did so with the 
expectation that it would be able to recover its costs, and then some, by selling 
the show in the most lucrative syndication daypart. -SM 
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spotlight for most of the season has been 
on its regular series. ‘‘Even if you take 
baseball out, they've made it a tighter 
race," said Preston Beckman, director 
of audience research, NBC. ‘‘We ex- 
pected ABC to be right there with us, 
but CBS was something of a surprise. 
But when you're as low as they were, 
you have nowhere to go but up.” 

Two weeks ago, Bob Iger, president, 
ABC Entertainment, said one of the rea- 
sons ABC has been hesitant to make any 
moves on its schedule is because of the 
uncertain advertising marketplace. He 
said that if a show is pulled, the adver- 
tising set in that time slot may not come 
back to the network with the new show. 

Schulman said the low estimates CBS 
received coupled with the unstable ad- 
vertising landscape have left them with 
the ability to make schedule changes as 
they wish while the other networks have 
had to be more patient. Thus far, CBS 
has changed four nights and Schulman 
pointed to several changes that have al- 
ready helped the network. ‘*Moving 48 
Hours to Wednesday night will hurt 
NBC's Unsolved Mysteries. Getting 
E.A.R.T.H. Force [which was terrible] 
off the air and putting on Broken Badges 
was a good move. Broken Badges is not 
a great show, but now CBS has a chance 
to pick up some teen viewers,” he said. 
“The bottom line," he said, ''is that 
CBS is making moves aggressively 
while the others are watching. And if 
NBC, ABC and Fox are afraid to make 
moves, than CBS can make the moves 
that may allow them to win ۱:۵6 

NBC's Beckman also believes it will 
be a close race all season, but does not 
foresee the dire consequences for NBC 
others have seen. “At this stage, for 
someone to run ahead of us, they would 
have to come up with some hits. For us, 
if we can solve the problem of Sunday 
night, 7-9 p.m., we would be back to 
having a comfortable lead.” 
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THE VIEW FROM JOHN MALONE 


From the uncertainty of regulation to the turmoil in the financial markets, from the 
satellite services of today to the cable system of tomorrow, the president and CEO of 
Tele-Communications Inc. calls it as he sees it in today's Fifth Estate. 


Some cable operators were disappointed that Congress did 
not pass modest legislation reregulating cable this year, ۰ 
lieving it would restore regulatory and eventually financial 
stability to the industry. How do you feel about it? 


We were also disappointed. We're part of that group. 
What's the impact on the industry of no legislation? 


I don't know. If they had passed anything like the House bill, 
it probably would have calmed down some concerns about 
how severe things might be in terms of reregulation. You 
might have seen the markets react a little bit positively. But 
there was so much that was thrown to the FCC to be deter- 
mined. We still would have had at least a year of essential 
market skepticism on a regulatory front until the FCC actually 
took whatever action the bills called for. 

With no bill, of course, we're now faced with some uncer- 
tainty. Will the FCC do what they say they're going to do, 
which is to go ahead and move on [the effective competition 
rulemaking]? If it moves, does that reduce uncertainty or 
increase uncertainty? There's no simple answer to this thing. 


You and other TCI executives were highly critical of the 
legislation, while the National Cable Television Association 
was struggling to put together a bill everybody could live 
with. Did you fully back NCTA's efforts? 


Absolutely. I voted at the executive committee meetings and 
we went out and supported the position of the NCTA on every 
issue, including helping [Senator Timothy] Wirth [D-Colo.] 
decide to go try and cut a deal on access [to programing] with 
[Senator Albert] Gore [D-Tenn.] and saying that was all we 
needed to support the bill. So, you know, we were four- 
square, willing to take what was essentially the House bill and 
even take some stronger language on [limits on] horizontal/- 
vertical integration that was in the Senate version. 

A lot of people say, ''Well, you guys killed the 011۱. ۲ No. 
What we did was firmly say that unless we got the conditions 


that the NCTA has agreed are the minimum conditions for an 
acceptable bill, then we're against the bill. And others— 
including, I think, the Time Warner guys—were not willing to 
draw that firm a line. In other words, they were willing to 
compromise the NCTA position, which put them at odds with 
all the rest of the NCTA members. So if you ask who agreed 
with NCTA and who didn't, l'd say we agreed with NCTA 
and they kind of flirted with compromises that went substan- 
tially beyond the bottom line NCTA position. 

Much of the controversy centered on the access-to-program- 
ing provision, which would have given overbuilders, wireless 


cable operators and would-be satellite broadcasters easier 
access to cable programing. Why was this so critical? 


What it did was put the government into the exclusivity 
question. If I look at my desk, I probably have several requests 
this week for TCI to get involved, in one way or another, with 
programing services—saving some from going under or help- 
ing others get started. If the Senate's exclusivity provisions 
were in there, why would I go out and invest in and/or take a 
lot of risk by distributing a service where, if it was successful, 
everybody else gets access to it at the same price that I pay? 
And if it turns out unsuccessful, i get to eat it. It would have 
terminated program development in the cable industry because 
everybody would take a wait-and-see attitude toward new 
programing. You can talk about fairness all you want, but I’m 
an economic realist and I know that if you pass that kind of 
law, it's the death knell for new programing. 

On that issue, isn't the industry vulnerable to the argument 
that cable's competitors should have access to cable pro- 


graming just às cable operators have had access to broad- 
cast signals? 


No, I don't think so because the broadcast signals were avail- 
able to our customers all the way along. But if you're talking 
about the distant signals, then I'd say yes, cable got a break 
under the compulsory license for distant signals. And, you 
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WGN-TV TAKES NBA TO COURT OVER SUPERSTATION RULE 


Station claims league’ s limit on number of games is antitrust violation 


n Dec. 10 a federal judge in Chi- 
cago will begin to hear arguments 
that the National Basketball Asso- 
ciation's new rule limiting the number of 
NBA games allowed to be telecast via 
cable superstations violates antitrust law. 
Judge Hubert Will of the U.S. District 
Court for the Northern District of Illi- 
nois, Eastern Division, has given the 
NBA until Nov. 17 to file responses to a 
complaint and request a preliminary in- 
junction against implementation of the 
superstation rule, filed by WGN-TV Chi- 
cago licensee WGN Continental Broad- 
casting Co., and Chicago Professional 


Sports Limited Partnership, owner of the 


THE NUMBERS ON FNN 


NN and Nielsen sources cor- 

rected and clarified informa- 
tion BROADCASTING reported in 
its Oct. 29 story on Infotechno- 
logy. Nielsen said FNN's Mon- 
day-Friday carriage is more than 
35 million subscribers, and on 
weekends is more than 26 million. 


Chicago Bulls NBA franchise, said Da- 
vid Hiller, general counsel for WGN 
owner, the Tribune Co. 

The Bulls and WGN signed a new 
1989-9] rights agreement in September 
1989 that calls for 25 games per season 
and is renewable through the 1993-94 
season by the decision of either party. 
But last April, the NBA's board of gov- 
ernors, over the objection of the Bulls, 
adopted a rule reducing from 25 to 20 
the number of games allowed on a local 
signal that is received outside the team's 
local market by more than 596 of U.S. 
cable subscribers. In October, the board 
rejected a Bulls appeal to put the new 


limit on hold until further consideration. 

The NBA Commissioner's stated in- 
tention in proposing the reduction, said 
the complaint, was to ‘‘phase out such 
superstations telecasts entirely in incre- 
ments of five games each year over the 
next five years.” 

The suit represents the latest battle 
between professional sports and super- 
stations. Earlier this year, the FCC is- 
sued a request for comments on Major 
League Baseball's request that games 
distributed via superstations be blacked 
out where local broadcasters televise the 
same games, subject to syndicated ex- 
clusivity rules. -PDL 


TNT'S NFL SHORT OF FIRST DOWN 


Ecl on TNT undendelivenod its audience 


ing to David Levy, vice 


audience approximately 10%, ai 
Tumer Broadcasting. 


deem es 
The cight games aired y nights on TNT (with the execption of the 
Patriots Dolphins game, which aired Thursday night) have averaged a 7.0 


- Nielsen rating in TNT's universe: 


۲ 50 million homes, and an estimated 8.2. 


full coverage rating, which includes the two broadcast markets home to the 
two playing teams. That 8.2 average, which is what TNT sold its advertising 
on, is under the 10.4 TNT guaranteed its adyertisers. 

According to Levy, however, the 8.2 is equal to an 8.7, because there were 


According to Nielsen, daytime 
versus nighttime carriage, which 
could connote parttime distribu- 
tion, is not a standard measure. 

Additionally, FNN President 
Michael Wheeler said last week 
that the network has affiliation 
contracts covering 80% of its 35 
million subscribers that reach to 
1993 and beyond and that carry a 
rate in excess of three cents per 
subscriber per month. In its story, 
BROADCASTING reported a source 
said many of FNN's contracts 
were in the one- to three-cent 
range. Two top 10 MSO's 
BROADCASTING contacted said 
their FNN carriage deals ran to 
1994 and 1995, respectively, and 
that the effective per subscriber 
rate was in the five-cent range. 
The largest MSO, TCI, last month 
signed a 10-year carriage deal 
with ENN. 
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` more households in the full coverage arca than advertisers had been told. The- 
. average number of households receiving the TNT games on any given Sunday 
was 52,629,000 (including broadcast stations), up from the projected 


49,535,000, The 8.7 figure is 15% below the 10.4 guarantee, but Levy said 
demo guarantees did 5% better than anticipated. 
The majority of advertisers have already. been given their. makc-goods, 


either during NFL games themselves, or in pre- or post-game shows, accord- — 


ing to Levy. “We held back some- inventory especially for this.” said Levey, 
who stressed that TNT could have sold that inventory and made more money. 
But “its our first time out of the. bus and we wanted to make sure our. 
advertisers are happy," he Nain. : 


TNT Universe Full 


- 450 million HUS — -Coverige 

Nielsen تیان پیت‎ Roung 
1 Philadelphia Eagles at New York Giants 231.5 9.8 
2. Houston Oilers at Pittsburgh Steelers — 73015 84 
3. Detroit Lions at Tampa Bay Buccaneers — 64/95 6.9 
4 Washington Redskins ot Phoenix Cardinals ER9: 69 
5, LA. Raiders at Buffalo Bills mU. .- 63/103 &2- 
6. LA. Rams at Chicago Bears 724117 95 
7. New England Patriots at Miomi Dolphins — — — 63/98 T 
8. Cincinnati Bengals at Atlanta Falcons — 921 so 


Nam. sia Games 34d 7 di low dd om t ed mt Fall مود‎ oven dude 
playing ems’ broadest morkets. 
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OPRAH, GERALDO, DONAHUE...WOOLERY? 


Orion is targeting new syndicated effort for morning timeslot 


rion Television is banking on 

veteran game show host Chuck 

Woolery to crack the tough 
morning talk show market. Among the 
questions that remain about that effort, 
however, are whether The Chuck Woo- 
lery Show has been able to establish any 
early sales momentum in a soft syndica- 
tion market, and how successfully Woo- 
lery can make the transition from game 
show to talk show. 

Orion Television's vice president of 
first-run, Bob Sanitsky, like other com- 
pany officials, declined to comment on 
Woolery station sales, but according to 
several sources, the hour-long fall 1991 
entry has achieved coverage in the 15%- 
20% range with possibly eight of the top 
20 station markets cleared. A Westing- 
house Broadcasting Co. station source 
told BROADCASTING that three of the 
five Group W-owned stations (KYW-TV 
Philadelphia, KPIX-TV San Francisco and 
۱۷۱2-۲۷ Baltimore) are "'doing a deal." 
The source added that Group W's wBZ- 
TV Boston and KDKA-TV Pittsburgh are 
still mulling a Woolerv fit for their mar- 
kets. 

Additionally, a syndication source 
said that discussions are ongoing with 
Post-Newsweek Stations Inc. to possibly 
clear the show on its four stations, 
WDIV(TV) Detroit, wPLG(TV) Miami, 
WFSB(TV) Hartford, Conn., and 
WJXTITV) Jacksonville, Fla. Post-News- 
week President William Ryan and sta- 
tion executives were unavailable to con- 
firm or deny the rumor. 

At least Miami is spoken for, with 
wSVN-TV Vice President and General 
Manager Robert Leider confirming that 
the Fox affiliate has picked up Woolery 
for a 10 a.m. insertion, following 9 a.m. 
incumbent Live with Regis & Kathie 
Lee. Sources also indicated that WTMJ- 
TV Milwaukee, an NBC affiliate, has 
signed up for Woolery. 

It has also been rumored that Cox En- 
terprises and a majority of its seven sta- 
tions are close to signing a contract with 
Orion. In the top market. New York, 
WCBS-TV was said to be close to making a 
deal, and Delores Danska, director of 
broadcasting, WCBS-TV, reiterated that the 


Chuck Woolery 


Station is still looking at shows and won't 
make a programing acquisition until the 
end of the November sweeps, at the earli- 
est. Station sources in Los Angeles and 
Chicago had no knowledge of any clear- 
ance deals there. 

A New York station rep, who did not 
wish to be identified, said he thought 
any early procrastination on the part of 
stations considering Woolerv is due 
more to Orion's marketing of the even 
seven-minute national and local barter 
splits. ۱۱ has some baggage attached to 
it, and some stations might be hard 
pressed to give up half of their spot 
inventory, but since it's going for morn- 
ing, most will accept the terms,” said 
the source. “If [Woolery] tries for early 
fringe, Orion will have to go the tradi- 
tional cash-plus. two-minute barter 
route. I would bet that Woolery will get 
70% coverage by this spring, 90% of 
that being in the morning.” 

Local programers and station reps 
contacted by BROADCASTING seemed 
generally to agree that Woolery's eight- 
year association with Lorimar Televi- 
sion's Love Connection (distributed by 
Warner Bros. Domestic Television Dis- 
tribution) and his five-year hosting stint 
with Scrabble (NBC, 1984-89) has 
made him a household name. Although 
he has never hosted a talk show, WSVN- 
Tv's Leider and Deb Zeyen, vice presi- 
dent, television station group, Westing- 


house, both believe, as Zeyen said, that 
within Love Connection’s format, Woo- 
lery *'makes difficult conversation be- 
tween mismatched couples seem fun."' 

The lack of a talk show track record 
may be an obstacle to marketing Woo- 
lery. On the other hand, Woolery has 
strong demographic data from both of 
his game show efforts. 

Zeyen, who said she screened a Woo- 
lery pilot several weeks ago that featured 
guests Bob Saget (of ABC's America's 
Funniest Home Videos), actor James 
Garner, Kim Coles (Fox's /n Living Col- 
or) and Jack Hannah (zoologist from the 
San Diego Zoo), among others, credited 
producer Eric Lieber for ‘‘bookings that 
were well tailored to a young female 
demo audience.’’ She added: ''Orion is 
marketing this show as a light entertain- 
ment for early mornings, and Lieber was 
the right guy to bring in to make the 
thing click." Lieber's production com- 
pany, Eric Lieber Productions, is also 
responsible for Love Connection. He is a 
former producer of Group W's The Mike 
Douglas Show. 

Lenny Bart, vice president of re- 
search, Warner Bros. Domestic TV, 
said Love Connection, going into its 
eighth season, has averaged 3.5-4 (NTI) 
ratings, and through Oct. 7, has a sea- 
son-to-date 3.5 rating, two-tenths of a 
point ahead of The Arsenio Hall Show. 
For Scrabble's first three seasons (1984- 
87) on NBC, it achieved a strong 5.2 
rating/21 share average in its original 
11:30 a.m. (ET) slot, but when Woolery 
moved with the show to ۱2:30 p.m. 
(1987-89), it slipped slightly to a 4/14 
average. 

Said Bart: ‘‘Six established talk 
shows [The Joan Rivers Show, Geraldo, 
Sally Jessy Raphael, Donahue, The 
Oprah Winfrey Show and Live with Re- 
gis & Kathie Lee} are out there in day- 
time. Most of those are issue-oriented 
shows. Women to Women, The Mike 
Douglas Show and The Merv Griffin 
Show were vanilla, saccharine entertain- 
ment, and they’re all basically gone 
now. If Woolery, like Regis & Kathie 
Lee can find the right middle ingredient, 
he has a chance to survive.’ AF 
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SYNDICATION HARD BALL GETTING HARDER 


As competition for placing shows increases, ‘negative ad’ -type campaigns 
increase; Paramount’s ‘Povich’ is among latest targets 


he 1991-92 syndication selling 

season is well under way, and the 

mud slinging among competing 
syndicators is fast and furious enough to 
rival any of this season's nastier election 
campaigns. 

The biggest target this season is Para- 
mount's proposed fall '9] talk. show, 
The Maury Povich Show. Two separate 
research pieces, circulating among 
broadcast stations, devote more than 10 
pages to trashing Povich, his past track 
record as a local talk show host and his 
declining popularity on A Current Af- 
fair. Some of the information is inaccu- 
rate. 

The pieces are printed on stationary 
without a letterhead, so they can’t be 
traced. But station executives who pro- 
vided copies of the reports, said they 
came from two competing syndicators— 
Disney’s Buena Vista Television and 
King World Productions. Both compa- 
nies denied putting out the reports. 

"Why should you buy Maury Povich? 
asks the report attributed to KWP. '*You 
shouldn't!" is the rhetorical reply. 
“This is not a likeable host!’ the report 
goes on to say, citing a purported 30% 
decline in Povich's '*Q"' popularity rat- 
ing for the year ending June 1990. How- 
ever, Marketing Evaluations Inc., Port 
Washington, N.Y., which measures and 
distributes Q ratings, said no such de- 
cline occurred, and that Povich's Q rat- 
ing was stable for the year and almost 
30% above the average for a television 
host or announcer. 

The ‘‘report’’ also said Povich was a 
“‘failure’’ as host of local talk shows at 
KYW-TV Philadelphia, and later, wTTG- 
TV Washington. The anti-Povich re- 
search attributed to Buena Vista covered 
the same basic points. 

Mud slinging campaigns are not new 
to syndication. In fact, most agree they 
are part and parcel of the scrappy, rough 
and tumble nature of the syndication 
business. But the anti-Povich pieces ap- 
pear to push the envelope, even in a 
business where it's second nature to 
slam the competition at every opportuni- 
ty 


Ironically, the anti-Povich propagan- 
da, which has been circulating for close 
to a month, emerged as Paramount was 
close to reaching the 50% clearance 
mark with Povich (now close to 60%). 
But program analysts at rep firms sug- 
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gested that the motives could lie not so 
much in preventing his launch, now seen 
as a foregone conclusion, as in protect- 
ing time slots in medium-sized markets, 
which can determine survival of a mar- 
ginal program in an increasingly com- 
petitive environment. 

“It all comes down to supply being 
greater than demand’’ for syndicated 
programs, said Mitchell Praver, vice 
president, director of programing, Katz 
Continental Television. ‘‘The syndica- 
tion business has become fiercely com- 
petitive, and as a result, some syndica- 
tors have gone to great lengths to 
position their programs above the rest of 
the pack.” 


The anti-Povich 
pieces appear to 
push the envelope, 
even in a business 
where it's second 
nature to slam the 
competition. 


Those efforts vary in their degree of 
aggressiveness, ranging from the no- 
holds-barred assault of the negative re- 
search piece, to customized pitches to 
individual stations, to trade ads de- 
scribed as misleading at best, to casual 
telephone conversations. 

Last month, ITC raised a hue and cry 
from one competitor when the company 
proclaimed its new program, Tic Tac 
Dough, the ''best new game in town,” 
in Los Angeles and four other markets. 
ITC based its claim on the first three 
nights of overnight ratings for the mar- 
ket. Subsequently, ‘‘the best new game 
in town" was canceled by KCoP-TV Los 
Angeles. 

But the claims made by ITC outraged 
at least one competing game show syn- 
dicator, Guber-Peters Television, whose 
officials charged ITC with attempting to 
incite stations to give competing shows a 
quick hook on distorted and skimpy ear- 
ly returns. 

“I think we are all aware of how 
syndicators use the trade ads to manipu- 
late ratings information," said Rachel 


Wells, vice president, research and de- 
velopment, Guber Peters. But she sug- 
gested that by doing so, distributors may 
be doing themselves more harm than 
good. ‘‘I think syndicators need to band 
together to encourage stations to give 
product time to grow.” 

With close to half the country now 
measured by overnight ratings, said 
Wells, programs are too often pulled if 
ratings don't immediately perform up to 
station expectations. ‘‘There is a lot of 
pressure on stations to meet their bottom 
lines," said Wells. ‘‘And technically, 
[ITC] was correct. Their numbers were 
valid. I felt it was premature. Historical- 
ly, it took Wheel of Fortune and Jeopar- 
dy a while to catch on.” 

It's not uncommon for syndicators to 
take out comparison ads as part of the 
effort to get out the message about their 
shows. That approach is seen as part of 
the sales game. And this season, it is 
easier than usual to point out new shows 
that are performing poorly. 

LBS has taken out ads attacking the 
poor performance of most of the new 
crop of strips, including five new game 
shows (Challengers, Quiz Kids, Trump 
Card Jokers Wild and Tic Tac Dough) 
and three new reality strips (Preview, 
Personalities and Instant Recall). 

Columbia Pictures Television has tak- 
en out ads, based on two weeks of over- 
night ratings, purporting to show dra- 
matic declines in time period 
performance for Preview, Personalities, 
Jokers Wild, Tic-Tac, Challengers, In- 
stant. Recall and Trump Card. In the 
same period, Columbia said, its off-net- 
work comedy, 227, was up more than 
20%. 

In its station pitch for a new version 
of Scrabble, debuting next fall, Group 
W Productions attacks game shows that 
haven’t had a network background as 
**doomed to failure." It even cites the 
failure of its very own Couch Potatoes, 
which lasted nine months. 

One syndicator, who asked to remain 
anonymous, suggested there is a line 
between acceptable competitive criti- 
cism of programs and the kind of distort- 
ed research pieces about Povich that are 
currently circulating. **We don't do that 
stuff," the syndicator said of the latter. 
“Although if we come across it, we're 
more than happy to pass it ۳ 

According to Jim Curtin, vice presi- 
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We are proud to announce the release 
of this highly-promotable selection 
of 24 outstanding theatrical motion pictures 
for broadcast television. 
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QUALITY THEATRICAL MOTION PICTURES FOR TELEVISION 


dent, director of programing, Harring- 
ton, Righter & Parsons, the war of 
words among syndicators is getting 
louder as distributors fight to save, or 
launch, their shows. ‘‘They’re trying to 


create a perception of weakness among 
their competitors. It’s really a part of 
selling television programs. Salesmen 
have to create a need for their show in 
each local market.” 


As that battle rages, one syndication 
executive offered a small amount of ad- 
vice for potential buyers: ''The real bot- 
tom line here is, ‘let the buyer be- 


و و 
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CBS LOOKS OVERSEAS FOR ITS CHECKERBOARD 


Network is using alliances with foreign producers to hold down 
production costs of five dramas for 11:30 p.m.-12:30 a.m. slot 


ith production costs soaring 
and foreign co-production 
deals becoming more com- 


monplace as a means to offset some of 
those costs, no one has embraced the 
partnerships more aggressively than 
CBS. Struggling in its efforts in the past 
to find a solution in the late night time 
period, CBS announced during the sum- 
mer that it would fill the 11:30 p.m.- 
12:30 a.m. time slot with five action- 
adventure dramas in checkerboard 
fashion (BROADCASTING, June 25). All 
five are co-production arrangements be- 
tween U.S. and foreign producers. 

The fact that all five of the shows are 
co-productions is no coincidence. The 
license fees that CBS is paying for the 
series are lower than the average fee 
paid for prime time network shows. In 
fact, in the case of Paris Metal, pro- 
duced by Louis B. Chesler Productions 
in association with France's Atlantique- 
Cinecom, Louis Chesler said the license 
fee his company is receiving is ‘‘in the 
range of 40% of the regular license fee” 
of a prime time network hour drama. 
However, although in the past foreign 
production has been equated with low- 
quality production values, Rod Perth, 
vice president, late night programs, 
CBS, said he is expecting nothing inferi- 
or about the look of the five shows. 
**We expect to see series of prime time 
quality. It just doesn't cost nearly as 
much to shoot in some of these coun- 
tries,” he said. 

Despite the lower-than-normal license 
fees, the budgets for the shows aren't 
necessarily at similarly low levels. Perth 
pointed out that while shooting in some 
foreign countries will drastically de- 
crease the cost of the show, *'it is not 
cheap to shoot in Paris or Barcelona," 
the locales for Paris Metal and Lori- 
mar's Dark Justice which is produced in 
association with Spain's TV3. ''But in 
:hose cases the foreign partners are 
strong enough to pick up the extra cost, 
specifically the Lorimar series," said 
Perth. ‘‘TV3 is putting up an enormous 
amount of money that will bring the 
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show very close to the budget of a net- 
work prime time show,” he said. 

According to Donald Kushner of 
Kushner-Locke Productions, which is 
producing Sweating Bullets in associa- 
tion with Canada's Accent Productions, 
the license fee his company is receiving 
is *'a little less than network comparable 
license fees’’ while the show ‘‘is bud- 
geted just under $700,000 per episode." 
Where Kushner-Locke and the others 
will recoup the deficits accrued during 
production is in the foreign distribution 
of the series. Kushner said the company 
is now in the process of selling the dis- 
tribution rights and recently completed a 
deal with The Producers Group (Cana- 
da) giving it the rights to sell the show 
outside of the United States and Europe. 

Perth said the shows are still set to 
debut in January in the 11:30 p.m.-12:30 
a.m. time slot, but no decision had been 
made on what days each of the shows 
will be scheduled. He said development 
is still underway for a series to follow 
the action-adventure series at 12:30 a.m. 
with an eye toward a show "topical, 
talk-driven and irreverent, but at heart a 
quality show." He expects the 12:30 
show to be ready to join the schedule in 
"early 1991," and said it will be at least 
an hour long. Until it does debut, reruns 
of ‘‘shows like The Prisoner and Sting- 
ray will fill the time spot,” said Perth. 

The production partnerships and show 
summaries of the five series follow: 

B Paris Metal, produced by Louis B. 
Chesler Productions in association with 
Atlantique-Cinecom Production, will be 
filmed entirely in Paris. The series is the 
only one of the five where the storyline 
takes place in the foreign city where it is 
shot. The others, filmed in foreign loca- 
tions, are disguised to look like Ameri- 
can cities. The series centers on an 
American CIA agent in Paris. This is not 
the first project the two production com- 
panies have worked on together. The 
first was The Hitchhiker, currently seen 
on the USA Network after a run on 
Showtime. 

B Slick, produced by Alliance Produc- 


tions in association with France's CFC 
(Compagnie Francaise Cinematographi- 
que), is about a former pilot kicked out 
of the military who begins flying ‘‘no- 
questions-asked cargo” in and out of 
dangerous locations. The series will be 
filmed in Vancouver and France. 

B Sweating Bullets, produced by 
Kushner-Locke in association with Can- 
ada’s Accent Productions, will be filmed 
in Mexico, although the story takes 
place in the Florida Keys. The show 
stars Rob Stewart, Carolyn Dunn and 
John Bland and is about an ex-DEA 
agent who sets up a private investiga- 
tor’s office in Florida. 

B Scene of the Crime, from Stephen 
Cannell Productions, is also produced in 
association with Atlantique-Cinecom. 
Set to begin production next week, the 
show, said a Cannell spokeswoman, will 
be filmed at Cannell’s North Shore Stu- 
dios in Vancouver with some additional 
shooting possibly done overseas. The 
show, described as a 22-segment anthol- 
ogy, is a murder-mystery. 

B Dark Justice, produced by Lorimar 
in association with Spain’s TV3, will be 
shot entirely in Barcelona. but the story- 
line takes place in the United States. The 
show follows an American judge who by 
day metes out justice according to the 
judicial system but by night adopts a 
secret identity to brings criminals to jus- 
tice. -s€ 


L.A. SHUFFLE 


Genesis Entertainment's The By- 
ron Allen Show, which started this 
season on Los Angeles indepen- 
dent KCOP-TV after leaving KABC- 
TV at end of its 1989-90 season 
run, has been shuffled again to 
KNBC-TV, effective November 4 
Hour-long talk show will be in- 
serted Sunday nights at 5 
a.m. (PST). To make room, 
KNBC-TV pushed Sunday Night 
(with musician David Sanborn) 
back to 1:15 a.m. 


Broadcasting Nov 5 1990 


nes 


BLAIR EXTENDS ITS PROGRAMING BILL OF FARE 


First-run syndication specialist is moving to general 
practice, targeting programs for cable and networks 


lair Entertainment, which has fo- 

cused on niche programing for 

the syndication market, is now 
branching out to produce similar pro- 
grams for cable and network television. 
Blair is also looking to overseas partners 
to co-produce programs for the syndica- 
tion market. 

The company is developing a new re- 
ality program for cable, Detectives in 
White, which would document various 
homicides, suicides and fatal accidents, 
and follow the examinations of forensic 
pathologists as they try to uncover clues 
to the causes of death. 

Blair hasn't signed a deal yet, but has 
made a presentation to USA Network 
about the project. ۸ network spokesman 
said the show was under consideration. 

"We're a niche marketer,” said Alan 
Berkowitz, president of Blair Entertain- 
ment. **And we'll stick with that course, 
looking for the different concepts, like 
this season's Reunion." 

Blair has also optioned the rights to a 
Robert Ludlum thriller, The Scarlatti In- 
heritence, which the company intends to 
produce as a four-hour network mini- 
series. ''We have to be able to produce 
for cable and the networks," said 
Berkowitz. ‘‘The opportunities are 
there." 

Blair's big new project for first-run 
syndication next year is a weekly one- 
hour reality show, Stuntmasters. The 
show is scheduled to debut next April, 
and has already cleared over 30% of the 
country. Deals are still pending in New 
York and Los Angeles, but the show has 
been picked up by wPwR-TV Chicago. 
WGBS(TV) Philadelphia, KHTV(TV) Hous- 
ton, wBFS-TV Miami, WPGH-TV Pitts- 
burgh and wBFF-Tv Baltimore. The 
show has also been cleared in Denver, 
Hartford, Cincinnati, Phoenix, Milwau- 
kee, Portland, Ore., and other markets. 

Two weeks ago, at the MIPCOM pro- 
gram market in Cannes, France, Blair 
entered into a co-production agreement 
with two French companies to secure the 
financing necessary to produce the show 
at a weekly cost of $250,000. The two 
French partners are Paris-based Cameras 
Continentales and a company headed by 
stunt coordinator (and former stuntman) 
Remy Julienne, whose credits include 
the James Bond films. 

In exchange for its financial commit- 
ment to the program, Cameras receives 


Blair's ۵ 


distribution rights to the program for the 
European Community territories. Juli- 
enne's company will produce one stunt 
segment in Europe for each weekly epi- 
sode. The rest of the program is being 
produced in Los Angeles (or on loca- 
tion) by GRB Entertainmment, headed 
by Gary Benz. 

Benz has produced several network 
stunt specials, most recently last year's 
Live! The World's Greatest Stunts, for 
Fox. 

Blair is demanding, and receiving, 
18-month commitments from stations 
for Stuntmasters, which is being offered 
on a barter basis, with 6% minutes of 
both national and local time. Berkowitz 
said stations have been receptive to the 
18-month commitment because ‘*this 
season has been a little disappointing for 
everybody. And stations will have an 
opportunity to air fresh programing over 
the summer, which we think will add to 
the sampling of the show.” 

Berkowitz also said that Blair expects 
to bring back two weekly programs for a 
second season—Reunion, a reality show 
that reunites people, and the half-hour 
drama, Dracula. Like most new shows 
this season, neither program has 
emerged as a hit. According to a Seltel 
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analysis ot the Nielsen metered markets, 
for the first six weeks of the season, 
Reunion averaged a 2.2 rating and 5 
share, off 17% from its lead-in, while 
Dracula averaged a 2.3/6, off 14% from 
its lead-in. 

The company may also bring Divorce 
Court back for an eighth season. Al- 
though not as popular as it once was, the 
show was relaunched by Blair this sea- 
son as a cash property, selling it in about 
30 markets while moving production 
from Los Angeles to Orlando, Fla. ۵ 
old stand-bys tend to be the shows that 
are working this season," said Clare 
Simpson, senior vice president, program 
development and production, Blair En- 
tertainment. 

In the ۱۵ Arbitron metered markets 
where the show is airing this season, 
Divorce Court averaged a 2.3/8 from 
Sept. to Oct. 14, up slightly from its 
average 2.2 lead-in. A decision on Di- 
vorce Court is expected in the next cou- 
ple of weeks. 

Berkowitz said the company is look- 
ing at several other possible syndication 
projects for next season, including a se- 
ries of animation specials. A possible 
series could also emerge from a co-pro- 
duction Blair is doing with Reeves En- 
tertainment. The venture will produce 
four late-night comedy specials starring 
Philadelphia radio personality John De- 
Bella (BROADCASTING Oct. 8). If the 
show does well, says Berkowtiz, it 
could evolve into a late night strip. -$M 


Peoples' person 


British producer Peter Wagg, who 
co-created and developed multi- 
media personality Max Head- 
room, has been named producer 
of Paramount Domestic Televi- 
sion's The Party Machine with 
Nia Peoples. Half-hour late fringe 
companion piece to Paramount's 
highly rated The Arsenio Hall 
Show is set to debut in January 
1991. Most recently, Wagg co- 
created Cyberforce for ABC and 
won three Emmy awards in addi- 
tion to Britain's Royal Television 
Society Special Program Award 
for his 1984 creation. of Max 


Headroom. 
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2A 
3A 
4a 
54 
6A 
7A 
8 
Ba 
10 v 
Va 
12A 
13 
MA 
15A 
15 
Va 
Wa 
1A 
20v 
71A 
22A 
23A 
2A 
24۵ 
24 v 
27 ۲ 
28 v 
29 A 
30 A 
31 ® 
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Week 6 


Ist column tells rank. 2nd column tells position compared to last week: W-Down in rank from last week. A-Up in rank from last week. 
w-Premiere broadcast. 3rd column tells rating. 4th column tells network. Sth column tells show. 


20.4/) N 
20.1/31 A 
19.9/30 C 
18.628 C 
18.5/27 C 
18.1/27 A 
18.0/29 N 
18.0/33 N 
17.9/29 N 
17.227 A 
17.027 A 
16.8/26 N 
16.7/26 A 
16.526 A 
16.5/25 N 
16,431 N 
16.4/29 A 
16.2/27 A 
16.1/23 A 
16.0/25 A 
15.9/26 N 
15.8/29 A 
15.7/29 A 
15.724 C 
15.725 F 
15.627 N 
15.125 N 
14.3/27 N 
14.024 C 
13.724 N 


۱ a 21.1/34 C 60 Minutes 


Cheers 

Roseanne 

Designing Women 
Murphy Brown 
Murder, She Wrote 
Amer. Funniest Videos 
Cosby 

Empty Nest 

A Different World 
Doogie Howser, M.D. 
Who's the Boss? 
Matlock 

Coach 

Growing Pains 

Heat Of The Night 
Golden Girls 

Monday Night Football 
Wonder Years 

Amer. Funniest People 
Head Of The Class 
Unsolved Mysteries 
Family Matters 

Full House 

Major Dad 

Simpsons 

L.A. Law 

Grand 

Carol & Company 
Knots Landing 

Law And Order 


Rank Program (Syndicstor) 


Wheel of Fortune, syn. (King World) 
Jeopardy! (King World) 
Star Trek: Next Generation (Paramount) 10.9 
Oprah Winfrey (King World) 
Entertainment Tonight (Paramount) 
Cosby Show (Viacom) 
Current Affair (20th Century Fox TV) 


* Nielsen, weekly zocketpiece 


RATINGS ROUNDUP 


| n the most hotly contested week of the season—three tenths 
of a rating point separated first from third places—NBC 
took first place with a 12.5 rating, ABC was second with a 
12.4, and CBS was third with a 12.2. All three networks 


` FREEZE FRAMES: Syndication Scorecard * 


averaged a 21 share. CBS shows captured three of the top five 
positions for the week. The week's top five were: 60 Minutes 
(CBS), Cheers (NBC), Roseanne (ABC), Designing Women 
(CBS), Murphy Brown (CBS). 


Oct. 22-0d. 28 


۲ 32 A 13.5/22 A Married People 64 8 92/5 C 48 Hours 
33 A 13.422 C Movie:Archie's Wife 65 a 8.9/14 C Doctor, Doctor 
33 13.424 N Hunter 66 8.7/16 C Evening Shade 
35 4 13.222 N Movie:Lethal Weapon 67 8.6/16 C Bagdad Cafe 
36 13.120 C Rescue: 911 67 v 8.617 N Working It Out | 
37 v 12.920 F Married...With Children 69 ۲ 8.5/16 N Midnight Caller | | 
38 A 12.8/23 A Perfect Strangers 69 8.5/17 A Young Riders 
38 12.824 A 20/20 71 ۸ 84/5 N Wings | | 
40 12.621 C Movie:K-9 724 8.1/16 N Parenthood 
40 A 12.621 C Trials Of Rosie O'Neill 72 a 8.1/16 N Quantum Leap | 
42 12.520 C Jake And The Fatman 744 7.9/13 C Top Cops 
43 8 12.423 C Over My Dead Body 754 7.12 F Babes 
44 v 12.320 N Fresh Prince Of Bel Air 75 ۲ 7.4/14 A Twin Peaks 
44 v 12.320 N Movie: Extreme Close-Up 77 A 7.3/13 A Cop Rock | 
46 ۵ 12.2/20 C Uncle Buck 78 v 7.141 F Good Grief | 
47 120/47 F In Living Color Spec. 79 6.9/13 C Hogan Family 
48 — 11.719 N Dear John 79 a 6.9/11 F Parker Lewis 
49 11.5/21 A Going Places 81 6.5/12 C One Survived | 
49 A 11.5/19 A Macgyver 82 59/1! F Amer. Most Wanted | 
51 A 11.4/23 N American Dreamer 83 5.8/11 A China Beach | 
52 8 11.320 C WIOU 83 5.8/12 C Family Man 
53 v 11.1/16 F In Living Color 854 5.7/11 F Cops | 
55 v 10.8/19 A Movie: Stakeout 86 5.6/8 N Larry King | 
56 a 10.7/17 C Flash 86 v 5.6/9 F True Colors 
57 a 10.317 A Gabriel's Fire 88 ۲ 5.4/9 F Beverly Hills. 90210 
58 v 10.2/16 A Father Dowling 89 v 4.8/10 F Totally Hidden Video | 
59 v 10.1/16 N Ferris Bueller 90 4.3/7 N Lifestories 
60 v 9.9/18 N Night Court 9| v 3.9/8 F Haywire | 
60 a 9.9/17 A Primetime Live 92 ۲ 3.5/6 F American Chronicles | | 
62 ۲ 9.7117 A thirtysomething 92 ۲ 3.5/6 F DEA | 
63 — 9.615 N Fanelli Boys 94 2.9/5 F Against The Law | 
prex 
Week ended 00. 21 
Rig Sus Cove — 8 Wheel of Fortune, wknd. (King World) 6.3 169 78 | | 
12.4 214 93 9 Donahue (Multimedia) 5.6 226 96 
11.2 208 94 10 Inside Edition (King World) 5.4 123 80 
234 98 11 21 Jump Street, syn (Cannell Dist.) 52 129 92 
8.5 219 99 12 Star Search (TPE) 5.0 165 5 
8.2 165 95 13 Captain Planet (Turner Prog. Svcs.) 46 213 98 
7,9 204 98 13 Super Force (Viacom) 4.6 162 94 
7,6 186 94 13 Talespin (Buena Vista) 4.6 170 96 


Source: Nielsen and Broadcasting's own research. 
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ARBITRON, BIRCH YIELD ‘SAME DIFFERENCE’ 


Ratings trend study says differences in listening levels for 
specific formats as reported by Arbitron and Birch have remained constant 


he differences in listening levels 

reported by Arbitron and Birch 

have been evident and well-docu- 
mented ever since the latter ratings ser- 
vice initiated its first surveys in 1978. 
Side-by-side comparisons indicate that 
certain formats and stations traditionally 
fare more favorably in the Arbitron sur- 
vey than they do in Birch, and vice 
versa. Tracked over a five-year period, 
the average differences by format are 
notable and, except for some survey 
fluctuations, constant. 

Also, in many markets, Arbitron and 
Birch ratings for the same station in the 
same survey period may substantially 
vary. Most recent among these, accord- 
ing to the summer 1990 survey period, 
Monday-Sunday, 6 a.m. to midnight, 
adults 12-plus: KKBT(FM) Los Angeles, 
which earned a 6.0 from Birch and a 3.0 
from Arbitron; WBBM-FM Chicago: 10.4 
Birch, 5.2 Arbitron, and KYW(AM) Phila- 
delphia: 7.9 Arbitron, 5.0 Birch. 

Close inspection of the differences, 
by format, between AQH listening as 
reported by Arbitron and Birch, indi- 
cates that listening levels reported by 
Birch, which uses a prior-day call-out 
telephone retrieval system, are higher in 
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WEEKEND’ CELEBRATION. 


۲ ۲ ational Public Radio's Weekend Edition with host Scott Simon celebrates 
- WM its fifth anniversary this month. Since its first broadcast on Nov. 2, 1985, 
he award-winning Saturday newsmagazine has brought its listeners (more 
than 1.4 million) two hours of in-depth news reports, analysis, interviews, 
. features and a few laughs «long the way. ''We do a show that tries to explore 
. what Americans are thinking and feeling," says Simon. “If we've done 
something particularly special, it's always nice when people remember it. And 
if listeners corne away just laughing over the least little insignificant moment 
„in the show that was also somehow funny, that's fine, too.” 
. A wide array of guests ranging from newsmakers (Mother Teresa, Israeli 
- Cabinct Minister Ariel Sharon) to common folk (Beverly Hills, chairwoman of 
- Paisely, Ore.'s 1990 mosquito festival) have been in front of Simon's micro- 
- phones. Simon says he doesn't have a particular formula for Weekend Edi- 
tion's success: “1 don't know if you can ever set out to do something fresh,” 
. he refle recently. '"Thank God we always seem to have a high level of 
- interest in what we're doing. We don't get bored." 
- As for the program's future, Simon said: ‘I've realized, over the past five 
years, that you never stop growing. The trick is for us to be aware and grateful 
that what we're doing reaches the lives of so many people.“ 


the CHR, AOR and Urban formats. 
These are formats that heavily target a 
younger audiences, primarily those 18- 
34. On the other hand, Arbitron's seven- 
day diary reports listening levels higher 
than Birch for Easy Listening, News/ 
Talk and Gold, those formats that attract 
the 25-54 and 35-plus listener. Differ- 
ences between reporting for Adult Con- 
temporary and Country consistently are 
negligible. 

Gerry Boehme, vice president and di- 
rector of research at Katz Radio Group 
in New York, has plotted the differences 
in reporting levels for separate formats 
since 1984. He has concluded that, aside 
from minor fluctuations from survey to 
survey, the differences between the two 
ratings systems are relatively steady. He 
said that the differences have held steady 
through three alterations in Arbitron's 
diaries, a shift in Birch's response rates, 
and changes in the editing process at 
both companies. These changes—and 
the ‘‘minimal change” in differences 
between Arbitron and Birch reported lis- 
tening levels—‘‘cement our belief" that 
the answer lies in the two different meth- 
odologies used, he said. “It’s not a 
question of response rates or how accu- 


rate either service is, or their internal 
editing. If a third service measured lis- 
tening in person, they'd probably get a 
different number altogether," 0 
Boehme. 

“Its all methodological, by defini- 
tion,” said Rhody Bosley, Arbitron vice 
president, sales and marketing. ''If Ar- 
bitron overstates older listening, Birch 
by definition overstates younger listen- 
ing." Bosley says that the younger- 
skewing Birch listening levels and older- 
skewing Arbitron listening levels are the 
result of the Birch one-day call-out vs. 
the Arbitron seven-day diary survey pro- 
cess. "When Birch calls [respondents] 
and asks what they listened to yesterday, 
it’s basically a pop quiz,’ he said. '*'On 
the other hand, Arbitron gives them a 
take-home exam to fill out over the 
course of a week.” 

Bosley claims that Birch's previous-day 
call-out retrieval method leads to exagger- 
ated reporting of radio listening because 
most listeners aren't able to recall every 
quarter-hour they spent with radio during 
the previous day. He said that at least one 
research consultant likens this method to 
remembering what vegetables a person ate 
the day before: "With some difficulty 
they can recall the vegetables, but they 
can't remember when they started eating 
them and what time they finished." He 
said that because of frailties of human 
behavior and the difficulty of measuring 
time spent listening, the Birch system is 
more a **bumper sticker, T-shirt, refriger- 
ator magnet" syndrome where respon- 
dents wrongly estimate every station they 
listened to and how long they listened to 
them. 

**You get the enthusiastic, young lis- 
teners who say *hey man, that's my sta- 
tion, wow,’ and they're probably going 
to estimate that they listened longer than 
they really did,’’ Bosley said. While this 
might help the radio station in the long 
run, it misrepresents the truth to the ad- 
vertiser—and it also contrasts greatly 
with the respondent who may try to re- 
member his listening more accurately. 
*"That same kid's father may have been 
listening to an Easy Listening station, 


but he's not going to be as enthusiastic 
about it," Bosley said. ''Instead, he's 
probably going to underestimate the 
amount of time he spent with the radio, 
because he's being asked to do some- 
thing that was yesterday.” 

In contrast, Bosley said, if that same 
person is asked to write down every day 
what stations he listened to, ‘‘he’s much 
more likely to do it accurately.” 

Not so, said William Livek, president 
of Birch/Scarborough Research Corp. In 
fact, Livek said that evidence suggests 
that when a research company asks a 
respondent about yesterday's listening 
‘tand jog the memory with lifestyle an- 
swers, you get tremendously accurate 
answers." Conversely, he suggested 
that when prospective respondents are 
"*pre-alerted'' that they're going to be 
involved in a survey, ''they change their 
listening habits because they think we 
want them to be something they're not. '' 
Livek said that while people don't nec- 
essarily lie, they do tend to change their 
behavior. ‘‘They ‘vote’ for their favorite 
stations, they use the diary as a ballot,” 
he said. ''Our job is to measure radio 
listening accurately; Arbitron's is voting 
for the favorite station." 

Livek claims that Birch's *'larger and 
more accurate’’ reported listening levels 


for certain formats are the result not of the 
call-out vs. diary retrieval methodology, 
but because of Arbitron’s lower response 
rates. In any sample survey, a research 
company strives to poll as close to 100% 
of its total sample as possible; thus, the 
lower the response rate, theoretically the 
lower the potential for accuracy. ‘‘Every 
time you measure a little bit less than that 
perfect sample, you have a shot at having 
an error,” Livek said. ''Arbitron mea- 
sures only 40% of the sample, while we 
measure 60% of the sample. That 50% 
(more that we measure) difference be- 
tween us are people who have different 
lifestyle characteristics. These people tend 
to be younger both age-wise and lifestyle 
wise, and they tend to listen to significant- 
ly different types of radio stations than 
Arbitron shows.”’ 

Arbitron’s Bosley counters that re- 
sponse bias, not response rates, are the 
culprit. ‘‘We’ve done some analysis on 
[response rates], and in markets where 
ours and Birch’s response rates look al- 
most alike, we see that this factor is not 
what's producing these differences” in 
reported listening, he said, adding: 
*'Birch is getting differential kinds of 
response because of their methodology. 
which is very sensitive to the ‘my favor- 
ite station' concept. Birch answers the 


question "what's my favorite station’; 
Arbitron answers ‘what station am I ac- 
tually listening to?’ ’’ 

Livek doubts that Arbitron can prove its 
assumption ‘“‘because there's no market 
where they're close enough to us to compare 
us, and because they overstate their already 
low response rate by playing with formulas.” 

Livek said the true measure of radio 
listening is reflected by intuition and 
logic. ‘I ask anybody: who listens to 
more radio, an 18-34 year-old or a 55-64 
year old? Arbitron shows the lightest 
level of listening is with teenagers, and 
the heaviest listening comes from older 
people. Our listening levels are just 
more logical than they are for Arbi- 
tron." 

Katz Radio's Boehme stated that, 
methodologically, the differences in re- 
ported listening levels are a moot point. 
“Whatever either company says, it 
comes down to diary vs. telephone, and 
one day vs. seven." He said that wheth- 
er the two companies ‘‘change the way 
they ask the questions, or double the 
sample size, or sample more on week- 
ends—all those internal changes that 
each company has made in its method- 
ology—there's still little change in the 
difference between Arbitron and 
Birch.” -REB 


SETTING THE COUNTRY AGENDA 


n the Road Again” is the theme 
0 of the 22nd annual Country Ra- 

dio Seminar, to be held March 6- 
9, 1991, at the Opryland Hotel in Nash- 
ville. Corinne  Baldasano,  newly- 
appointed vice president of programing, 
ABC Radio Networks, is the Country 
Radio Seminar agenda committee chair- 
man and has confirmed the following 
panels: 

= ‘Music Video: Friend or Foe,” a 
discussion of music videos' role in intro- 
ducing new artists, selling product, 
building image and its effect on radio 
stations. 

B ‘Breaking the Country Bias: Quali- 
tative and Quantitative Sales Tools You 
Can Use,” advertising community exec- 
utives discuss breaking the ''no coun- 
try’’ dictate from advertisers. 

= ''Format Fragmentation: Finding 
Your Niche Can Be a Bitch,” an analy- 
sis of the wide spectrum of styles that 
make up country music. 

B “Account Development: 
the Most from Your Clients.” 

B ''The Artist Explosion: Too Many 
Faces and Not Enough Places on the 


Getting 


Playlist," a discussion about working 
around the differing priorities of stations 
and record labels. 

B “Promotions for All Markets: One 
Size Fits All,” an outline of promotions 
tailored to individual stations. The annu- 
al Country Radio Seminar Promotion 
Awards will be announced at the end of 
the session. 

= ‘‘Formatics: The Nuts and Bolts of 
Daily Programing,” day-to-day pro- 
graming elements for small, medium 
and large markets. 

B ‘‘Database Marketing for Less Than 
You Think,’’ using computers to maxi- 
mize listening potential and identify pro- 
spective listeners. 

B "Air Personalities; Today's Top 
Talent.” 

B ‘‘Caught in the Crossfire: How the 
Music Industry Copes With Radio 
Range Wars,” an analysis of increasing 
competition in the country format, and 
how record labels are caught in the mid- 
dle of promotions, artist interviews and 
new releases. 

B “Case Study: Programing War 
Games, or a Tale of Two Stations,” 


industry executives analyze, discuss and 
present solutions to case studies of two 
hypothetic stations locked in a ratings 
battle. 

E ‘Research on Any Budget,” a look 
at the types of research which are avail- 
able on small, medium and large bud- 
gets and how to determine what a station 
needs. 

The Country Radio Seminar will fea- 
ture roundtable discussions on several 
topics. Six confirmed are: ‘‘Concert 
Promotion: Ticket to Profits or Tickets 
to Headaches?” ‘‘Moving into the Big 
Chair: From Programing or Sales to 
General Management"; ''The Charts 
and Understanding Them’’; ''Music Ro- 
tations”; ‘‘Selling Sports and Special 
Programing, and ''Minority Recruit- 
ment." 

The Country Music Association will 
sponsor its annual Music Industry Pro- 
fessional Seminar concurrently with the 
seminar. Once again, the opening day 
will begin with ‘‘Artist Radio Tape Ses- 
sions," which give broadcasters the op- 
portunity to record personalized station 
ID's with country artists. AC 
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FCC MAY BLOCK GAMMON'S MOVE INTO ATLANTA 


Agency is expected to adopt new rules that would effectively prevent 
broker-broadcaster from moving rural Alabama FM into top 20 market 


his week the FCC is expected to 

adopt new rules governing changes of 
broadcast stations' community of license 
that will probably scuttle ۵ 
Broadcasting's controversial plan to 
move WHMA(FM) some 90 miles from 
Anniston, Ala., to the Atlanta suburb of 
Sandy Springs, Ga. 

At an open meeting this Thursday 
(Nov. 8), the FCC will reconsider at the 
request of the National Association of 
Broadcasters, its April 1989 decision al- 
lowing stations to change the city or 
town they serve without going through a 
commission rulemaking that exposes 
their licenses to challenge by competing 
applicants. 

According to FCC sources, the com- 
mission is expected to modify the 1989 
ruling to make it tougher to move sta- 
tions into urban markets. Under the new 


criteria, Emerald’s proposal would like- 
ly be denied, the sources said. 

Emerald is owned by broker-broad- 
caster Tom Gammon, who purchased 
WHMA for $7.5 million last year with the 
intention of moving it into the larger, 
and potentially more lucrative, Atlanta 
market. 

The 1989 decision, in which FCC 
Commissioner James Quello dissented, 
came in the context of a proposal by 
Christian Voice of Central Ohio to move 
WCVZ(FM) from Zanesville, Ohio, to 
South Zanesville so that it could increase 
its power and coverage. 

Seeing the decision as an opportuni- 
ty, Emerald and others proposed mov- 
ing stations from small communities to 
large ones. But Emerald's bid proved 
the most controversial. It drew fire 
from other broadcasters in Atlanta as 


INVENTOR PROPOSES DAB SYSTEM 


n inventor claims to have devel- 

oped a system for transmitting 

digital audio signals within the 
current FM band without disrupting the 
current analog service there. Power mul- 
tiplexing, a technique patented by Glen 
A. Meyers, associate professor at the 
Naval Postgraduate School's electrical 
engineering department, could allow an 
FM station to deliver more than one 
carrier over its regular frequency, a digi- 
tal signal and an analog signal that is 
compatible with current FM radios. 

"A digital signal would be added sim- 
ply by combing a new transmitter with 
the existing transmitter. Both would 
then use the existing antenna," said 
John E. Leonard Jr., president of J.N.S. 
Electronics Inc. and owner of Leonine 
Technology, two small broadcast equip- 
ment manufacturing companies in San 
Jose. Leonard has formed a partnership 
with Glenn to license the power multi- 
plexing technology. 

Leonard hopes to begin on-air testing 
of the system using a prototype digital 


radio within the next year. The eventual . 


consumer receivers will be able to pick 
up either digital signals or, if a station 
has not yet converted to digital, the con- 
ventional analog signal. He estimated 
that the additional power multiplexing 
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circuitry would add less than $100 to the 
cost of current receivers, "'such a cost 
that permit early implementation of a 
digital radio broadcasting system.”’ 

The system depends on ‘‘the capture 
effect” circuitry that is built into current 
FM radios. "The effect is that with un- 
equal amplitude carriers, the modulation 
of the weaker signal does not exist” at 
the receiver's demodulator, Meyers said 
in a paper distributed at the recent Soci- 
ety of Broadcast Engineers (SBE) con- 
vention in St. Louis. ‘‘The message of 
the dominant signal is recovered intact 
so that the dominant carrier is said to 
capture the receiver." 

One drawback to the power multi- 
plexing proposal is that it will work only 
in the FM band. Other proposed digital 
audio broadcasting proponents are seek- 
ing additional spectrum outside the cur- 
rent AM and FM bands to establish both 
satellite-delivered DAB and terrestrial 
channels for all existing AM and FM 
stations. However, the availability of 
suitable spectrum for the new services is 
limited. 

The Committee for Digital Radio 
Broadcasting, an independent group of 
radio station engineers, included study 
of the feasibility of establishing DAB 
in the FM band in its charter. -RMS 


well as the NAB. If the Emerald move 
were approved, NAB said in FCC com- 
ments, ''service to a rural area would 
be sacrificed so that the former station 
can become yet another voice in the 
Atlanta market, and get a slice of the 
Atlanta economic pie.”’ 

Somewhat overlooked in the debate 
over Emerald has been Christian Cen- 
tral and its wCVZ. Because of the con- 
troversy, the FCC has deferred any de- 
cision on its proposed move until the 
FCC has reviewed its rules. And while 
Christian Central has waited, another 
channel has been alloted to South 
Zanesville, jeopardizing Christian 
Central’s plans. 

A source at the NAB said he has no 
complaint with Christian Central, only 
with the **unintended consequences‘ of 
the FCC ruling that it sparked. -HAJ 


SUI GENERIS. 


Mr. Paley: 


You were the best 
of what we are... 
the class of the fleet. 


Your cufflinks were 
always “just a little 
smaller” than the other 
networks. 


Everything else about 
you was larger and 
grander. 


You were fabulous. 


William O'Shaughnessy 
WVOX and WRTN 
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RIDING GAIN | 


Nov. 22-25, with the ‘‘Oak Ridge 

Boys' 50th Anniversary Special." 

The three-hour broadcast will be 

hosted by Mike Brophey, air 

personality, WXTU(FM) Philadelphia, | 
and will trace the group's musical 

career, from their early gospel roots 
through the personnel changes and | 
most recent releases. The special will 
include interview excerpts. 

| The special is written and 

produced by Chris Charles, in 

conjunction with executive | 
producer Ed Salamon. The Country 
Six Pack 1990 special series airs 

on six holiday weekends throughout 
the year and is available on a 
swap/exchange basis to stations in the | 
top 70 Arbitron-rated markets. 


Impact of Hispanic Media was topic of IRTS seminar in New York last week at Rockefeller 
Center. Participating in discussion were (l-r): Donald Raider, executive VP and COO, Tele- 
mundo Group Inc.; Bill Grimes, president and CEO, Univision Holdings Inc.; Mac Tichenor 
Jr., president, Tichenor Media System Inc.; John Cuddihy (in back), director of Katz Hispanic 


TV sales, and Raul Alarcon Jr., president and CEO, Spanish Broadcasting System. 


NARROWCASTING 


Orion Pictures Corp. will 

advertise the Nov. 21 opening of its 
new film, *'Dances with 

Wolves,"' on a network of American 
Indian radio stations. Orion 
recorded the spots in Lakota Sioux, 
the language spoken throughout 
much of the movie. The majority of 
the stations tapped for the 
marketing campaign broadcast in 
American Indian languages and 
feature country & western music. 
The film is actor Kevin Costner's 
directorial debut, and is based on a 
novel by Michael Blake. 


BULLS RADIO 


Group W news outlet, WMAQ(AM) 
Chicago announced that it signed a 
five year contract to carry the 
Chicago Bulls radio broadcasts. The 
station will own the radio network 
rights as well, representing 28 
stations. The station will begin 
airing games at the start of the 1991- 
92 season. In addition, the station 
owns the rights to the Chicago White 
Sox and renewed that contract for 
four years. 


NAB/MONTREUX 


The National Association of 
Broadcasters has set June 10-13. 
1992 as the dates for the 
NAB/Montreux International Radio 
Symposium and Exhibition. The 
event will be organized jointly by the 
NAB and the city of Montreux. 

Over 1,000 hotel rooms have been 
blocked in Montreux for 

exhibition attendees. 


COMPLETING 70 


Group W’s KDKA(AM) Pittsburgh 
celebrated 70 years of broadcasting 
history on Nov. 2, the anniversary 
of the date it went on the air with the 
Harding-Cox election returns. 

In a letter to Group W, 
President George Bush congratulated 
the station on its legacy of 
*' valuable public service and civic 
improvement campaigns. `’ The 
President also wrote: **You have 
brought credit to the entire 
broadcast industry and I am happy to 
Salute you on this anniversary.” 


EXTENSION 


Cincinnati-based Jacor 
Communications Inc. announced last 
week that it had obtained an 
extension for payments due to 
holders of certain notes and 

warrants, as well as for its 
commitment to senior lenders to 
raise $15 million in equity. The 
group operator has until today, 

Nov. 5, to make those payments, and 
until Nov. 12 to meet the equity 
requirement. Jacor is also 
restructuring its debt. In the same 
release, Jacor said it did not expect to 
meet the equity requirement by 

Nov. 12, and will be seeking a 
further extension or the 

elimination of that provision. 


GOLDEN ANNIVERSARY 


Unistar Radio programing will air 
its Thanksgiving holiday edition of 
the Country Six Pack 1990 on 


ELECTION COVERAGE 


National Public Radio has 
tapped All Things Considered host 
and political correspondent Linda 
Wertheimer to anchor special 
national and local election 
coverage Tuesday and Wednesday, 
Nov. 6 and 7, respectively. 
Scheduled to join Wertheimer in two 
election returns roundups and 
analyses at 11 p.m. and midnight 
election night are Kevin Phillips, 
author and Morning Edition political 
commentator, and Douglas 
Bailey, executive publisher of The 
Hotline, *‘a daily electronic 
briefing on American politics.’ 
Additionally, stations that do or 
do not already subscribe to the 29 
daily hourly updates which NPR 
inaugurated in July 1989, all will be 
offered eight additional five 
minute newscasts, beginning at 10 
p.m. And NPR reporters will 
cover races in North Carolina, Texas, 
California and Florida. 


NPR INTERNATIONAL 


Performance Today, NPR’s still 
evolving daily two-hour classical 
music and arts news program, 
went international last Thursday, 
Nov. 1, providing exclusive U.S. 
coverage of the Concert of 
Reconciliation taped in Miodowa, 
Krakow, Poland, Oct. 24. Organized 
by the United Jewish Appeal and 
representing the reconciliation of 
Polish Jews and non-Jews, the 
concert featured Gilbert Levine 
conducting the Krakow 
Philharmonic Orchestra. 
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BUSLA ESS 


THE "BOOK" ON KING BROADCASTING’S EMPIRE 


Previously undisclosed information shows group owner, MSO has doubled 
cash flow in past few years; company president says sale discussions under way 


ing Broadcasting, one of the larg- 

est privately held television and 

radio operators, could be valued 
at more than half a billion dollars, in- 
cluding debt, according to an analysis of 
the company's financial results. Control- 
ling shareholders of the Seattle-based 
group owner, MSO and production com- 
pany, who, two months ago, announced 
their intent to sell the company (BROAD- 
CASTING, Aug. 27). are currently said to 
be in talks with sev- 
eral interested par- 
ties. 

The offering doc- 
ument information 
obtained by BROAD- 
CASTING shows that 
for the fiscal year 
ended June 30, 
King Broadcasting 
had net revenue of 
$187.8 million, 
which, minus oper- 
ating expenses of 
$133.2 million, left 
operating cash flow 
of $54.6 million. 
The latter number is 
before depreciation 
and amortization 
expenses of $35.7 
million and net in- 
terest expenses of 
$15 million. Virtu- 
ally all the interest 
is on debt incurred 
just over a year ago 
to buy cable TV systems in Minnesota. 
Total debt jumped from $47 million as 
of June 30, 1988, to $169 million sever- 
al months ago. 

King has no problem servicing its 
debt, and cash flow from the varied op- 
erations has more than doubled from 
$25.3 million in 1987. Because some 
operations are still growing and perform 
below potential, finding a valuation 
agreeable to both King's seller and buy- 
er is made difficult, a possibility to 
which King president and CEO, Steven 
Clifford, acknowledged. 
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$1.7 


Clifford said skepticism voiced about 
the sale is misplaced and that his previ- 
ous estimate of three-to-six months to 
find a buyer stands: '' We are talking to 
some interested parties right now.” He 
said no plans have yet been made to sell 
off operations separately. 

At the time of the original sales an- 
nouncement, Clifford indicated the com- 
pany would prefer a stock-for-stock 
transaction because it would avoid a 


SOURCES OF PROFIT 


King's 1990 cash flow by division * 


TV 


* Consolidated cash flow of $54.6 million for King Broadcasting's fiscal year ending June 
30. 1990, is net of $4.2 million in corporate and other expenses. 


substantial gains tax. Publicly traded 
companies with both broadcasting and 
cable operations are few, consisting of 
Media General, Multimedia, Scripps 
Howard, Times Mirror, Viacom and the 
Washington Post, although many private 
companies have stock. 

King's six radio stations were show- 
ing, as a group, negative cash flow only 
several years ago. But primarily because 
of improved ‘‘positioning,’’ said Clif- 
ford, of the oldies AM-FM combo in 
San Francisco, KSFO(AM)-KYA(FM), the 
division has posted a $3.4 million im- 


Production 
$4.5 


provement in cash flow since 1987. At 
$1.7 million in cash flow, the group as a 
whole would be valued more on poten- 
tial. The combined ‘‘stick’’ value of 
AM-FM markets value is estimated by 
some to be near $35 million. 

King Videocable's growth has come 
from several sources, including rate in- 
creases, increased penetration and the 
rapid growth, some of it 20% or more, 
of the communities served by the com- 
pany. King is hop- 
ing potential buyers 
see further growth 
in the 13 systems 
serving just over 
200,000 subscrib- 
ers—and just over 
140,000 pay sub- 
scribers. Based on 
current cash flow, 
even a $2,100-per- 
sub acquisition 
would translate into 
14 times fiscal 1990 
cash flow. 

Clifford said cash 
flow growth for a fu- 
ture owner should 
come from several 
sources, including 
the possibly better 
program discounts a 
larger MSO would 
be able to obtain. 

King's five affili- 
ate (three NBC, one 
CBS and one Fox) 
TV stations and one low-power station are 
more mature operations, but even: here 
cash flow over the last three years grew at 
an 11% rate compounded. Ratings ac- 
cording to sign-on-to-sign-off results from 
the May sweeps have slipped in Seattle 
and Portland over the last few years, but 
the group's Northwest locale has proved a 
boon. Double-digit revenue growth is cur- 
rently budgeted for King's TV stations in 
Seattle, Honolulu and Twin Falls, Idaho. 

Northwest Mobile Television rents 
equipment for remote production and 
has shown steady improvement. -6F 
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MVP 


America's Fastest Growing 
Brokerage Firm. 


We're Building a Reputation, 
Not Resting on One. 


Elliot B. Evers 
415-391-4877 


Randall E. Jeffery 
407-295-2572 


Charles E. Giddens 
703-827-2727 


Brian E. Cobb 
703-827-2727 


Over $750,000,000 in 
completed transactions. 


RADIO and TELEVISION BROKERAGE 
FINANCING ۰ APPRAISALS 


MEDIA VENTURE 
PARTNERS 


WASHINGTON, DC 
ORLANDO 
SAN FRANCISCO 
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PROPOSED STATION TRADES 


By volume and number of sales 


Last Week: 
AM's ۲ $246,000 ۵ 4 
FM's 0 $205,006 0 2 

AM-FM’s O $4,587 0 1 

TV’s O $000 

Total O $455,587 D 7 


Year to Date: 
AM's D $90,500,068 à 336 
FM's à $456,722,626 0 217 

AM-FM's O $344,240,227 n 193 
TV's 0 $798,841,900 O 2 

Total O $1,690,304,821 0 728 


For 1989 total see Feb. 5. 1990 BROADCASTING. 


KMGC(FM) Dallas 8 Sold by Shamrock 
Broadcasting to Nationwide Communica- 
tions Inc. for KwSS(FM) Gilroy, Calif. and 
$5 million-$10 million cash. Value of 
KMGC is approximately $16 million. Sell- 
er is headed by William Clark, and owns 
radio stations in San Francisco; Detroit; 


Houston; Atlanta; Seattle; Pittsburgh; 
Phoenix; Denver, and Kansas City, Mo..,; 
and TV stations in Abilene and Waco, 
both Texas. Buyer is headed by Steve 
Berger and owns radio stations in Seattle; 
Las Vegas; Tucson, Ariz.; Sacramento, 
Calif., Phoenix; Cleveland; Columbus, 
Ohio; Orlando, Fla.; Baltimore, and Win- 
ston-Salem, N.C.; and TV stations in 
Green Bay, Wisc.; Knoxville, Tenn.; Min- 
neapolis, and Richmond, Va. KMGC has 
adult contemporary format on 102.9 mhz 
with 100 kw and antenna 1,570 feet above 
average terrain (CP to change antenna to 
1,348 feet). Kwss has CHR format on 94.5 
mhz with 1.15 kw and antenna 2,580 feet 
above average terrain. Brokers: Blackburn 
& Co. and Kalil & Co. 


WASK-AM-FM Lafayette, Ind. B Sold by 
Lafayette Broadcasting to Schurz Commu- 
nications Inc. for $8.5 million. Deal in 
1983 (‘‘Changing Hands" March 28, 
1983) for $2.4 million fell through. Seller 
is headed by Hal Youart, and is subsidiary 
of Duchossois Communications Co, li- 
censee of KDSM-TV Des Moines, lowa; 
KGYK(AM) and KKLD(FM) Tucson, Ariz., 
KQPT(FM) Sacramento, Calif., and 
WHFS(FM) Annapolis, Md. Buyer is headed 
by Franklin Schurz Jr., and is licensee of 
WSBT-TV, WSBT(AM) and WNSN(FM), all 
South Bend, Ind.; wDBI(TV) Roanoke, Va.; 
WAGT(TV) Augusta, Ga., and KYTV(TV) 
Springfield, Mo. wASK(AM) is fulltimer 
with adult contemporary format on 1450 


khz with 1 kw. WASK-FM has modern coun- 
try format on 105.3 mhz with 50 kw and 
antenna 375 feet above average terrain. 


WXRA(AM)-WEGZ(FM) North Syracuse, 
N.Y. m Sold by Lorenze Broadcasting to 
Syracuse Broadcasting for $1.25 million in 
asset sale. Seller is headed by Frank Lo- 
renz, who also owns WBLK(FM) Depew, 
N.Y. Buyer is headed by Larry Levite, 
who also owns WBEN(AM) and WMJQ(FM) 
Buffalo, N.Y. wXRA is fulltimer with 
Beautiful Music format on 1220 khz with 1 
kw. wEGz has AOR format on 100.9 mhz 
with 3 kw and antenna 165 feet above 
average terrain. 


WGGA(AM) Gainesville-wGGA-FM Cleve- 
land, both Georgia ® Sold by WGGA of 
Gainesville Inc. and Communications 
Marketing Service Inc. to Advantage Me- 
dia Inc. for $1.225 million. Price includes 
$100,000 cash at closing, with remaining 
balance assumption of debt to be financed 
by seller. Sale of AM for $750,000 in July 
1983 (''Changing Hands” July 4, 1983) 
fell through. Seller is headed by Terry W. 
Barnhardt and has no other broadcast inter- 
ests. Buyer is headed by C. B. Rogers and 
has no other broadcast interests. WGGA(AM) 
is fulltimer with adult contemporary and 
oldies format on 1240 khz with | kw. 
WGGA-FM has adult contemporary format 
on 101.9 mhz with 3.2 kw and antenna 
500 feet. 


KOLT-FM Santa Fe, N.M. B Sold by Mesa 
Grande Broadcasting Co. to Clairmor 
Broadcasting Inc. for $1 million. Deal for 
KOLT (formerly KNMQ) in August 1988 for 
$1.55 million ("Changing Hands” Sept. 
12, 1988) fell through. Seller is headed by 
James M. Ellis, Melvin P. Hemmer and 
Jack Kelly, and also owns KQMQ-AM-FM 
Honolulu. Buyer is headed by Braiker 
Family Trust; Morton and Claire Braiker 
are beneficiaries and have no other broad- 
cast interests. KOLT has CHR format on 
105.9 mhz with 100 kw and antenna 1,936 
feet above average terrain. Broker: Kalil & 
Co. 


KOZT(FM) Fort Bragg, Calif. M Sold by 
Keffco Inc. to Thomas Yates for 
$350,000. Price includes $50,000 cash at 
closing and balance to be financed by sell- 
er. Station was acquired in April 1988 with 
KWFN(AM)-KVRE(FM) Santa Rosa and 
KWTR(AM)-KXBX(FM) Lakeport, all Califor- 
nia, and KZAM-AM-FM Eugene, Ore., for 
$5.4 million (‘‘Changing Hands" April 
11, 1988). Seller is headed by James Kef- 
ford and also has interest in KRRS(AM)- 
KXFX(FM) Santa Rosa, Calif. Buyer has no 
other broadcast interests. KOZT has adult 
contemporary format on 95.3 mhz with 
1.23 kw and antenna 464 feet. Broker: 
Bren Millar, Millar Co. 
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WWL-TV NEW ORLEANS: LBO WITH A DIFFERENCE 


tretching over at least 11 months | percentage of the station itself. Orleans economy is partially dependent. 
the $102.85 million sale of WWL- Already the station's outlook has ben- | One person familar with the station's 
TV New Orleans faced enough ob- 


stacles that outsiders sometimes doubted 
the deal would get done. Yet despite a 
hostile financing environment and a pe- 
tition to deny before the FCC, the deal 
closed recently at virtually the same 
price as originally announced. Success 
was due in part to the extra-monetary 
concerns of the seller, the Jesuit fathers 
of Loyola University of the South. 

The university's board of trustees an- 
nounced in September 1989 its decision 
to sell the CBS affiliate following a peri- 
od of flat revenues that alerted the trust- 
ees to the need to diversify university 
investments. 

From the start, one of the parties in- 
terested in buying the station was a 
group comprising General Manager Mi- 
chael Early, Assistant Station Manager 
Phillip Johnson and a group of other 
employes. Others who eventually joined 
the successful Early-led buyer, Rampart 
Broadcasting Co., included lenders, 
Prudential Insurance Co. and GM pen- 
sion fund, with equity investors includ- 
ing Sandler Media partners, L.P., whose 
partners include a wide cross-section of 
the industry (see box). Early, Johnson 
and Jimmie B. Phillips own 95% of 
Rampart's general partner and presum- 
ably will control the station's operating 
decisions—Early alone owns 63%. 

Competing parties for the station sur- 
faced as well, including Viacom. Ironi- 
cally, the station's prior success suggest- 
ed to some there was little ratings 
improvement new ownership could 
make. 

As reported in BROADCASTING 
(March 12, 1990), United Communica- 
tions filed a petition with the FCC charg- 
ing that Loyola refused to negotiate with 
them and that the agreement between 
Loyola and Rampart was unlawful. The 
FCC denied the petition in May. 

The university sought outside bids, 
said Loyola board member Rev. Law- 
rence J. Moore, S.J., “to help deter- 
mine the market value of the station," 
which the trustees were presumably 
bound to obtain in a sale. 

Loyola appears to have wanted to 
leave the station to employes and Moore 
said the university was also sensitive to 
the issue of localism. 

According to Early, the current 36- 
employe ‘‘family’’ ownership of the sta- 
tion will extend to all 180 full-time em- 
ployes ‘‘in a couple of weeks.” Loyola 
in fact will continue to own a small 
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efitted, at least temporarily, from the 


WWL-TV'S DEEP-POCKETED, PRESTIGIOUS PARTNERS 


ctive participants in the WWL-TV acquisition (see story) included Sandler 

Capital and a related limited partnership fund the New York-based invest- 
ment firm completed earlier this year, rasing over $100 million. As part of the 
WWL-TV filing at the FCC, the fund, Sandler Media Partners L.P., detailed a 
partnership list that contains a number of well-known names in the industry. 
Large investors include Landmark Communications, $10 million; Sandler's 
founding partner, Harvey Sandler, $7 million; Hallmark Cards subsidiary, H 
C Crown, $4 million, and King World Productions, $2 million. Those who 
invested $1 million include: Ackerley Communications Savings and Retire- 
ment Trust, Comcast Financial Corp., Jones Intercable, John Milton Lewis 
(former president of Wometco Cable), Viacom Chairman, Sumner Redstone's 
National Amusements, and Terry Lee (owner of wTVG[TV| Toledo, Ohio) & 
Co. Other investors include Sandler partners Barry Lewis, John Kornreich and 
Michael Marocco; cellular operator Craig McCaw and cable operators Monroe 
Rifkin and Bill Daniels, and James Greenwald, chairman of Katz Communica- 
tions, whose recent buyout Sandler helped fund. 


ex-pe-ri-enced 
(ik-'spir-e-en(t)st) 
adj: made skillful or wise through participation 
in a particular activity 


In difficult times, buyers, and sellers should rely 
on à firm that has experienced good and bad 
times. Ted Hepburn has a brokerage career that 
spans 4 decades of service to the broadcasting 
industry. If you're buying or selling, look for the 
experienced broker, it's the wise thing to do. 
TRUR 


Ji IOUO 
الم‎ 2b c 


TED HEPBURN 
COMPANY 


Ted Hepburn, President Todd Hepburn, Vice President 
325 Garden Rd., Palm Beach, Florida 33480 PO. Box 42401, Cincinnati, Ohio 45242 
(407) 863-899: (513) 791-8730 
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operations said it had registered its first 
rise in oil prices, upon which the New | gains in several years. -J6,6F 


ost media stocks followed major market indices down for 

week. Financial News Network dropped 1 s further to $2, 
following continuing news of financial difficulties and possi- 
ble SEC inquiries into company's financial statements and 
transactions. Noticeable declines of Omnicom Group and 
Foote Cone & Belding, roughly 11% on higher-than-average 
trading for week ending last Wednesday, prompted newswire 
story quoting analysts saying they knew of no reason for 
activity. Scientific-Atlanta plunged 30% to 954, coincident 
| with third-quarter earnings drop reported last Monday. Zenith 
was up slightly, coincident with filing showing outside inves- 


| Morket 


FOCUS ON FINANCE 


tor had bought 8.2% of stock with possible intent of seeking 
change in company. Cable stocks were down, most noticeably 
C-Tec, which fell 9% coincident with higher third-quarter loss 
reported last Tuesday. Handful of group owner/publishing 
stocks continued their decline, including Media General, Park 
Communications, Times Mirror and The Washington Post Co. 
Scripps Howard moved 9% in other direction, to $49. Among 
deal stocks, MCA was up 13%, to 56%, most of that due to 
previously reported confirmation of merger talks continuation 
(see ‘Focus on Finance,’’ Oct. 29), and MGM edged up %, 
despite delay in closing of merger with Pathe. 
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ORION HOPEFUL SALOMON CAN HUNT DOWN EQUITY 


Disappointing theatrical releases and heavy debt load has studio looking 
for capital equity; Standard & Poor's lowers subordinated debt rating 


aced with a worsening balance 

sheet, Orion Pictures Corp. an- 

nounced it has retained Salomon 
Brothers Inc. to help the company raise 
equity capital. The film and television 
production company, with the support of 
principal shareholder John Kluge, said it 
will look for equity from domestic and 
international sources. 

The company is trying to find equity 
despite the fact that last month Kluge 
exercised outstanding warrants to buy 
4,319,760 shares of Orion common 
stock for $25.9 million (at $6 per share). 

Also in July, 1990, Orion amended 
$250 million credit agreement with its 
lenders to increase the amount of avail- 
able credit to $300 million. 

Orion said disappointing theatrical re- 
sults in the domestic market and the 
"subsequent" impact that disappoint- 
ment had on home video sales has led 
the company to delay reductions in its 
borrowings (and subsequently seek equi- 
ty elsewhere). Any future borrowings 


Standard & Poor lowering of the rating 
on Orion's $265 million subordinated 
debt to single-B-minus from single B. 

In downgrading Orion's rating, Stan- 
dard & Poor's said Orion's debt levels 
have gone up because of higher film 
production expenditures and higher 
overhead as well as the ‘‘disappointing 
contributions of many of Orion’s film 
releases over the last several quarters.’ 

As for Orion’s television division, 
S&P said the company is expected to 
suffer some losses before profits from 
syndication come to fruition. 

It would appear Orion is thinking 
ahead to next summer when it is sup- 
posed to pay back $50 million of its 
$300 million credit agreement. By Aug. 
31, 1992, the level is supposed to drop 
to $200 million. All outstanding borrow- 
ings, according to the company, are due 
Aug. 31, 1993. As of Oct. 12, Orion 
had borrowed $217 million under the 


restated agreement and has ‘‘outstanding 
letters of credit’’ for $71,133,000, leav- 


increase the amount available and has 
said that management is ‘‘currently ac- 
tively negotiating several other financing 
alternatives including the sale of inter- 
ests in one or more of the company’s 
upcoming pictures.” 

Also, next July is the reset date on 
Orion’s $199,530,000 in senior subordi- 
nated reset notes due in 1998. According 
to the company’s 1990 annual report, 
the interest on the reset notes is payable 
semi-annually at 122% through July 15, 
1991, when the interest rate will be reset 
to no less than 123496 or no more than 
153495. 

Orion's notes and subordinated debt 
went up about 39% over the course of 
six months, from $351,504,000 as of 
Feb. 28, 1990, in the first quarter, to 
$488,228,000. Specifically, for the 
same time period, bank debt went from 
$67 million to $205 million, a 3945 in- 
crease. The company said borrowings 
have increased over the past three years 
because of the company's entry into di- 


would probably be affected adversely by | ing $11,867,000. Orion has no plans to | rect home video distribution. -IF 
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Malone 
Continued from page 30. 


fairly modest capital investment. 

That will be the standard for rebuilds that we will be 
adopting here shortly. It provides for very cheap distribution. I 
think we're on the verge of seeing the per-channel cost drop 
dramatically again. 


Do you have a per-home rebuild cost on that? 


A hundred bucks a home pass, not including any digital-to- 
analog decompression device in the home, if any. 
There are some very, very interesting schemes getting 


“I think on a net basis we're 
having a strong financial 
year because our basic is 

strong enough that it’s 
offsetting the losses in pay.’ ` 


kicked around right now. The reason we're not out there 
making big public announcements is we're still sorting out 
what the most cost-effective variants are. But I would say as a 
company and an industry we're probably maybe four or five 
months away from zeroing in on a standard for cable system 
rebuilds that will then give the green light to the equipment 
manufacturers to start manufacturing the specific equipment 
needed. 


There will be a de facto standard? 


There'll be more than a de facto standard. I’m pushing the 
cable industry to adopt an industry standard: specs, protocols, 
the whole thing so that the equipment manufacturers will have 
a common interface structure against which to manufacture. 
There has been a lot of activity in DBS over the past year. 
TCI itself has joined with other cable operators to launch a 
medium-power service, K Prime. How does the medium 
stack up against cable? 

As an engineer, I believe a terrestrial network, if we go spend 
the money and build it, is so far superior to anything you can 
deliver off satellite that satellite will merely be an adjunct for 
areas that are not dense enough [for cable] and a kind of a 
bridging mechanism, a time issue, rather than a permanent 
solution. 


What do you think of Skypix's business plan? 


My view of Skypix is that it's primarily a business not aiming 
at cable but at the home video rental store. They are trying to 
establish some kind of threshold number of channels you need 
in order to lure the customer away from video rental and over 
to electronics. In that sense, it's a very valuable experiment 
because as a cable operator I'll have the channel capacity to 
play that game here in the future. 

At 50 channels, you can run 600 movies a day past the 
guy's home equipment. So presumably by encouraging people 
to tape and play back the library stuff and watch on a real time 
basis, you can simulate pretty well a video store and perhaps 
on a national scale make a business. lt's the first time that 
somebody has really come forth with an idea that I thought had 
a chance of competing with the random access of a video 
rental store. 


Just as the VCR has hurt the pay industry, wouldn't 50 
channels of PPV hurt the cable operator's PPV efforts? 


Yes, but on the other hand I wouldn't be a bit surprised if they 
approached us to carry their signals. If you are trying to build a 
business, are you interested in going out and selling people 
one at a time expensive earth stations or are you interested in 
collecting money? If the concept works, the cable industry 
would have a strong incentive to upgrade their plant sooner 
rather than later to have the channel capacity to do this. 

I've read their announcements and I think you'd have to be 
Pollyanna-ish to think that they're going be in business as 
quickly as they say they are, or have equipment as cheap as 
they say is is. I’m guessing they'll really be out there in maybe 
18 months with a product and we've even offered to experi- 
ment with them on the marketplace, actually going out and 
offering it to see if the consumer is interested in a 50-channel 
movie package. 

Is it a business? I don't know. I know that there's some 
critical mass there that at some number it starts to become 
easier to pay $5 a month plus $2 a movie automatically, 
electronically, and not have to get in your car and go down to 
the tape store and then take it back. 


What was their reaction to your offer? 


The people I talked to were quite interested in jointly figuring 
out what the market was. | might also point out that K Prime 
Partners is going to have the same abilities to do decompres- 
sion as these guys are. 


Is Skypix's compression real? 


I believe so. The real question is going to be: Can they get a 
high level of compression and how much degradation are you 
willing to accept in a picture? And also, how big does the earth 
station have to be? 


What do you expect to learn from K Prime? 


K Prime is two things for us. One, it's an insurance policy. 
We're buying insurance that the government doesn't define 
high definition television as something that a cable system 
can't carry until it rebuilds. In that case, we'd have to put in an 
earth station so they could get high-definition if they want it 
from us while we steadily are rebuilding our plants so that we 
can handle whatever it is. 

Two, it's a business. We believe there's a substantial mar- 
ket out there for expanded niche programing and we want to be 
in that business as well. 


But why handicap it with a full slate of superstations? 


It's not a handicap. The stations are just good programing and 
it's programing on which the government has set the price, 12 
cents. And once we go step two, which is compression, all the 
distant independents would just be one video channel on K 
Prime. I guess we have roughly 12 channels there that we 
know we can use, and maybe up to 16. So if you go eight-to- 
one compression, eight times 12 is 96. K Prime would be able 
to market a product with 96 video channels, or some combina- 
tion thereof. 

Another player here is Sky Cable. Do you think it's going to 
happen? 

Anything can happen until people have to start writing checks. 
It's interesting to speculate. But my view of both Skypix and 
Sky Cable is that their initial announcements were designed 
more for media hype than for reality. They are still a long way 
away from really knowing what it's going to cost them and 
how it's going work. In both cases. 


TCI had a virtual moratorium on cable system purchases, 


60 At Large 
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taking equity in programing services or even affiliated affi- 
liating with programing services this year. | gather there may 
be some thawing on the cable system purchase front. What's 
your stance today? 


On cable systems, we really did freeze. I would say that is 
essentially still the case except that we're bottom fishing. If 
there's a system that's adjacent to us or in which we can make 
substantial improvements, we're looking at it. 

We've signed an agreement to buy, subject to government 
approval, a 30,000-subscriber system that met our pricing 
criteria. If the government says OK, we'll probably keep 
doing that, and if they say no, we'll stop. 

We're paying somewhere around $1,300 a subscriber and 
somewhere around eight times cash flow in our hands and 
we're getting assets and we're paying cash. Because it's 
adjacent to us, we think we can improve the cash flow as it 
fits. So in the seller's eyes it's probably nine and a half times 
cash flow and in our eyes it's eight times cash flow. 


Is your stock going to be trading at 10 a year from now also? 


Who knows? I can't predict Wall Street. Right now I'd say the 
big problem in the country isn't regulation and cable. It's the 
liquidity crisis in the financial institutions. You think we're 
having trouble raising money, you ought to look at the banks. 
We can borrow money from the banks. They can't borrow 
money from us. What you have going right now are enormous 
problems in the credit markets. 

You also asked me about programing. I would say we never 
froze our interest in programing over the year. I'd say the FTC 
kind of stalled us with their nonresponsiveness on Showtime. 
It's been just over a year now. That has tended to dampen our 
sense that we could just go ahead and do things. On the other 
hand, we've invested in Video Jukebox Network. We've start- 
ed up some regional sports networks. 

Well, you're staying out of the wars on comedy and the court 
channels. 


I don't believe in stepping on a mine, if you don't have to. 
And frankly, our decision to stay out of that was to give the 
combatants time to try and resolve their differences. 

What about regional sports? Are we going to have services at 


loggerheads in some major markets for a while? There must 
be a little red ink flowing there. 


Believe it or not, we're actually doing pretty well in regional 
sports. We're breaking even or making some money in ours. 


In each one, or total? 


Total, and in each one. If you look at each, we have some 
start-ups that are still in the red, but our ambitions were to try 
and get a decent sports service at somewhere around 30 or 40 
cents. We were looking for a channel that would basically be a 
tier or a basic service. Our competition by and large has been 
shooting at a service that's a pay service. In the Bay Area, 
they're a pay service, we're a basic. 

l presume its a different model. You don't have the big rights 


deals, so your revenues are low but your expenses are also 
low. 


That's right. To some degree we're not really competitive 
services. I think the answer to that is these things tend to 
evolve in directions. If both sides are losing money they tend 
to change their direction slightly and at some point go their 
own ways. Hopefully, we'll be able to modify our direction so 
that we're not directly competitive and he'll modify his so he's 
not directly competitive with us. It’s a rational way to do 
business. You'll be competitive but you won't be directly 
competitive, 


Will local and regional news ever be moneymaking ventures. 
How do you approach them from a business standpoint? 


I think experimentally. It’s too early to tell how much of a 
service this is to the consumer and whether it's economically 
viable for the operator. If it's a real service to the consumer, 
the operator can afford to subsidize it fairly heavily. If it's not, 
then it's got to stand muster on a different basis. I think it's 
clear that there are some markets where it's a very real service, 
where broadcast does not do a good job of covering local 
news. Long Island is a perfect example. The question is: Is it a 
real service to the consumer to have time dispersion of the 
news they otherwise get anyway? 


1 would imagine if you got 10% margins to breakeven you'd 
be happy? 


If you broke even and it gave the consumer another reason to 
subscribe to cable, you'd be happy. 


You also pulled back on capital expenditures in 1990. 


Reevaluated, I'd say. 
So going into '91... 


We're going to spend a lot of money on fiber. I think some- 
where around $600 million is our internal capital budget for 
1990. [ would suspect that we were going to cut that back to 
about $400 million, and I suspect now it's going back up to 
$600 million next year, but heavy in fiber. We're going to be 
starting to move aggressively upgrading trunks with fiber. 
Are there any systemwide mandates on rate increases for 
'91, given the concern about rates in Washington? 

My policy here has been the same. We'll pass through infla- 
tion on basic, plus, to the degree programing costs exceed 
inflation, we'll do it in each level of our services. 


How is the basic business this year? 


Basic is terrific. We'll be between 5% and 6% growth. Pay is 
down. 


What's that attributed to? 


Perception of price value, and maybe a tightening economy 
and a changing public sense of insecurity on the economy. If 
people are going to give something up, it looks like giving up 
a second pay or even giving up the first pay is something that 
they'll do. 

Will you still meet your revenue projections for the year, 
because | presume you didn't expect to lose money on pay 
this year? 

I think on a net basis we're having a strong financial year 
because our basic is strong enough that it's offsetting the 
losses in pay, and frankly, we projected a loss of pay this year. 
So we anticipated it at least to some degree. The loss is a little 
more than we anticipated but basic has grown more than we 
anticipated, so on a net basis we're coming out fine. In fact, 
we're coming out well ahead of our internal budget. 


How will the general economic uncertainty affect your busi- 
ness? 


I think it's going to hit pay right on the head. I think we've got 
to do whatever we can as quickly as we can to add value to the 
pay category. First, we have to do a better job of telling them 
what's good about pay. Second, we have to figure out some- 
thing we can give them in addition to pay that adds value to it. 
We have to make pay a multi-channel kind of thing or give 
them some cross-discounts. If we don't do that, we're going to 
see a continuing slide, I’m afraid, and it may be the kind of 
slide it's very hard to turn around, once it gets up a head of 
steam. 
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TECHNOLOGY 


NEW COST ESTIMATES PROVIDING 
HIGH-DEFINITION LOOK AT FUTURE 


HDTV analyses by CBS and PBS predict lower-than-expected costs and rapid coverage 
of U.S. households through phased-approach; all-digital transmission has positive effect 
on estimates; questions raised on definition of ‘simulcast’ 


number of barriers to the imple- 

mentation of simulcast HDTV 

may be lowering following the 
release of optimistic numbers by CBS 
and the Public Broadcasting Service last 
month. Some new questions are also 
raised by the preliminary results of the 
two independently conducted studies, 
which find that the total cost of imple- 
mentation will be $12 million at the 
most and substantially less for most sta- 
tions (BROADCASTING, Oct. 29). 

If the studies are close approximations 
of implementation costs and the time 
frames, a clear picture of the future of 
broadcast TV stations is presented. 
About a year after the FCC chooses a 
system (according to the CBS timetable, 
see graph below), the first HDTV sta- 
tions reaching 31% of the U.S. will sign 
on and within five to seven years, net- 


work high-definition signals will be ap- 
proaching 100% coverage. 

The likelihood that the FCC's choice 
will be an all-digital simulcast transmis- 
sion system is high within the two net- 
works’ scenarios. At the same time, 
there will be greater attention to the de- 
velopment of NTSC upconversion tech- 
niques. Much of the programing on 
HDTV stations can be expected to be 
line-doubled 525-line, especially in local 
origination, and some is likely to be film 
converted to high-definition video. ` 

Perhaps the most important elements 
of the reports are their capital spending 
scenarios. The best projection of HDTV 
costs before the CBS and PBS reports 
was a range of $10 million to $38 mil- 
lion, calculated by a subgroup of the 
FCC's advisory committee on advanced 
television service, chaired by Robert J. 
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U.S. TV stations are divided into six groups, bosed 
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households reached by HDTY signals as each 
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implementation, beginning with conversion ol 
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transmission facilities, hi 


Ross, director, broadcast operations and 
engineering, KYW-TV Philadelphia. The 
PBS and CBS figures are three to four 
times less than the estimates for the Ross 
report. Those estimates become even 
more optimistic when factoring in the 
amount that would have been spent on 
NTSC facility maintenance. 

Both CBS and PBS divided the instal- 
lation of high-definition facilities into 
five phases. The first (phase A on the 
graph) would involve installation of 
transmission and reception equipment so 
that a station could receive and broad- 
cast a network high-definition feed. 

Much of the optimism in the reports is 
based on the assumption of lower costs 
in phase A due to all-digital terrestrial 
transmission, a technology that a few 
months ago was thought to be several 
years away. Digital transmission will al- 
low for smaller, lower power, and less 
expensive, transmitters and smaller an- 
tennas that could be mounted on existing 
towers with some strengthening of the 
structure. The spectre of hundreds of TV 
stations buying or leasing new sites to 
build new towers (and fighting FAA re- 
strictions) disappears. 

Currently on one of the five proposed 
simulcast transmission systems, General 
Instrument's DigiCipher is all-digital. It 
is widely expected, however, that some 
of the other four will be completely digi- 
tized before they are sent to the advisory 
committee for testing. 

Phase B, occurring two to seven years 
after the standard is set on the CBS 
timetable, would be to buy some band- 
compressed, high-definition videotape 
recorders and possibly a cart machine 
for playback of locally produced high- 
definition commercials. Phase C would 
be to buy more VTR's, a routing switch- 
er and other equipment for playback of 
locally produced and syndicated pro- 
grams. (Phase C comes before B in the 


PBS scenario.) 
TV stations will rely heavily on line- 
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doubled NTSC programing during the 
years of phases B and C. ''It will not 
have the resolution or color rendition 
that a true high-definition signal would 
have but at least there would be pro- 
graming there initially," said Robert P. 
Seidel, CBS vice president, television 
engineering, a presenter of the CBS 
study during a joint meeting of two 
working parties within the advisory 
committee, systems working party three 
on economic assessment and implemen- 
tation working party two on transition 
scenarios. 

"We think that upconversion will 
play a very large role in the rollout of 
HDTV, just as synthesized stereo played 
a large role in the beginning of stereo 
broadcasting,’’ said PBS engineer Mark 
Richer, one of the presenters of the PBS 
study during the same meeting. ۷ 
own personal guess is that our advance- 
ment in technology and know-how will 
be so far along by the time we begin 
converting for HDTV that nine out of 10 
viewers will not be able to tell the differ- 
ence between upconverted NTSC and 
real HDTV.” 

Other early HDTV programing could 
be film transferred to high-definition 
video and not offered on the NTSC 
channel. That is one of the possibilities 
that leads to questions about how much 


he Museum of Broadcasting in 

New York is holding two 
weeks of high-definition vidco 
program screenings, Nov. 13-24 
The series, entitled HDTV: Three 
Visions, will focus on the work of 
threc New York-area HDTV pro- 
duction pioneers, David Niles, 
president, Captain (see ''Fifth Es- 
tater," page 87); Barry Rebo, 
president, Rebo High Definition 
Studio and Zbigniew Rybezynski. 
president, Zbig Vision, Hoboken, 
N.J. Included in the series will be 
Niles’ Moscow Melodies, which 
won a first place prize at last 
year’s Montreux symposium, /nfi 
nite Escher, a work by Rebo com 
bining HDTV and computer ani- 
mation and the premiere of Zbig's 
Manhattan, The screenings are 
open to the public. 

Members only arc invited to 
special seminars to be held by all 
three producers at the museum. 
The Niles seminar will be held 
"Tuesday, Nov. 13, 12:30-2 p.m.; 
Rebo, Nov. 13, 5:30-7 p.m., and 
Zbig, Nov. 14, 5:30-7 p.m, 


Broadcasting Nov 5 1990 


latitude FCC rules will give the simul- 
cast operations in programing the HDTV 
stations. The eventual answers could 
have some effect on broadcasters’ capi- 
tal spending decisions and determine 
whether the forecasts in the PBS and 
CBS studies come true. 

“In order to meet the qualifications 
for retaining the license on the simulcast 
channel, what will you have to do?” 
asked Merrill Weiss, managing director, 
advanced television systems engineer- 
ing, NBC Operations and Technical Ser- 
vices, and chairman of implementation 
working party two. ''Do you have to 
transmit on [the HDTV] channel every- 
thing that appears on the NTSC channel? 
..How many hours a day must we keep 
that simulcast channel on the air in order 
to retain the license? What proportion of 
those hours must be in high-definition 
form, as opposed to converted NTSC?” 

Another interesting question is wheth- 
er stations could sell commercial time 
separately for the two different chan- 
nels. *'If you're allowed to run separate 
commercials, you might have a chance 
to charge different amounts for the dif- 
ferent demographics that might be look- 
ing at the two,"" Weiss said. 

All of Weiss's regulatory questions 
are unanswered by current FCC rules 
and are all open issues within imple- 
mentation working party two, he said. 
The general opinion of those at the 
joint meeting was that in future pro- 
ceedings, it will be up to the broadcast- 
ing industry to let the FCC know what 
it believes the definition of simulcast 
should be. 

After an era of upgraded NTSC, the 
next step for broadcasters (phase D) will 
be to build HDTV studios and edit suites 
for local program origination. Eventual- 
ly, the entire TV plant will be converted 
to HDTV and the NTSC plant will be 
dismantled (phase E). All programing 
will be originated in high-definition and 
downconverted for play over the simul- 
cast NTSC channel. 

Both the CBS and PBS studies identi- 
fied phases D and E, the first heavy 
investment in high-definition studio 
equipment, as the most costly points in 
the transition. For a station in a mid- 
sized market (group three) in the CBS 
study, the total investment during the 
first three steps will be $3.352 million. 
Phase D alone will cost $2.621 million. 
PBS estimated the cost of the first three 
steps will average $2.343 million and 
phase D will amount to about $6.223 
million. 

What is expected to soften the cost 
burden during both phases A-C and D- 
E, according to the CBS study, is the 


fact that much of the projected capital 
spending will be money that would have 
been spent maintaining NTSC facilities 
anyway. ‘‘We cannot simply absolutely 
stop investment in NTSC.” said Rupert 
Stow, consultant and former CBS engi- 
neer, who is participating in the on-go- 
ing CBS study. But each year as the 
transition progresses, the amount of 
NTSC spending will decrease. 

The 30 largest TV stations in the 
country (represented by group one in the 
graph), for example, are forecasted to 
spend a total $11.6 million (1990 dol- 
lars) in capital equipment costs over a 
five-year transition span. After subtract- 
ing the amount that would probably have 
been spent on NTSC over that period ($5 
million) and adding the amount that 
would still be spent on NTSC ($2.3 mil- 
lion), the net incremental costs for those 
stations will be $8.9 million. 

Smaller-market, group five stations 
(no figures for group six were calculated 
by CBS) are expected to spend a total of 
$6.9 million for equipment over seven 
years. The net spending figure drops to 
$5.85 million after factoring in changes 
in NTSC equipment spending. -RMS 
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Have a question about Phillips 
Petroleum? Or the energy industry? 
These public relations specialists 
can get answers for you: 


Dan Harrison 
George Minter 
Jere Smith 
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SATELLITE 


SATELLITE BUILDERS AND LAUNCHERS LEAD CONTINUED 
U.S. COMMERCIAL SPACE GROWTH 


Projecting $2.8 billion to $3.6 billion increase in overall revenue, 
Commerce Department sees transponder lease, equipment manufacture income growing 


urgeoning international competi- 

tion will not stop U.S. manufac- 

turers and providers of space-re- 
lated goods and services from earning 
higher profits this year, according to a 
Department of Commerce study issued 
late last month. Leading the way in ex- 
panding existing businesses related to 
satellite communications will be U.S. 
commercial satellite builders, who are 
expected to reap more than $1 billion in 
1990 nongovernment sales, almost twice 
their income two years ago. 

Commercial satellite launch providers 
and new mobile satellite services, both 
reporting no revenues two years ago, 
will earn hundreds of millions of dollars 
this year. Satellite operators, earth sta- 
tion manufacturers and remote sensing 
services will also enlarge their incomes 
significantly. 

Overall, commercial space industry 
revenue is expected to increase by more 
than $800 million, nearly $2.8 billion in 
1989 to $3.6 billion in 1990. Approxi- 
mately $500 million of the increase is to 
come from the satellite construction and 
launch providers. 

Undertaken by the Office of Business 
Analysis, Economic and Statistics Ad- 
ministration at the behest of the Office 
of Space Commerce, the 42-page report, 
including 20 charts and tables of statis- 
tics, estimates that in 1990 the U.S. 
commercial launch industry will experi- 
ence a 40096 increase in sales, from 
$159 million in 1989, to $610 million in 
1990, making it ''the fastest growing 
sector of the commercial space” indus- 
tries, despite ‘‘the fiercest” competition 
from the ll-nation Arianespace group 
and speedy development of launch in- 
dustries in China and Japan. 

Launchers of medium and large com- 
munications satellites, including Mc- 
Donnell Douglas, General Dynamics 
and Martin Marietta, will bring in the 
lion's share of the $610 million, al- 
though builders of small expendable 
launch vehicles are expected to earn $32 


U.S. COMMERCIAL SPACE SECTOR REVENUES 


Revenue (in millions of dollars) from sales of space-related goods and services 
to U.S. private industry and export markets; includes only government space 
expenditures for commercial launch services. 1990 figures are projections. 


Commercial Satellites 
Tronsponder Leasing 
Forth Stations 
Commercial Lounches 
Remote Sensing 

Mobile Satellite Services 
Total 


988 1989 1990 
$550 $900 $1,050 
600 750 800 
600 750 850 

0 150 610 

90 115 140 

0 100 165 
$1,840 $2,765 $3,615 


Notes: Revenues are estimated by Department of Commerce and Department of Transportation analysts from industry 
sources and are available in the “U.S. industrial Outlook,” o Commerce publication. Sources: Commercial Satellites: 
Dept. of Commerce, Office of Spoce Commerce. Commercial Lounches: Department of Transportation, Office of 
Commercial Space Transportation. Earth Stations: Deporiment of Commerce, Office of Telocommunications. Transpon- 
der Leasing: Department of Commerce, Office of Telecomeunications, Remote Seeciag: Department of Commerce, 
Office of Space Commerce. Mobile Services: Company offitials, Goriner Group. Reproduced from US. Department of 
Commerce, Office of Space Commerce Economics and Statistics Administration publication, “Space Business Indice 


tors," June 1990. 


million—$10 million of that from com- 
mercial clients. Launch insurance rates 
for communications satellites, which 
had been declining before the loss of two 
insured Japanese birds aboard an Ariane 
rocket in February, have leveled off at 
16926-2096 of payload value. 

Revenue figures for the launch indus- 
try include government space expendi- 
tures for commercial launch services, 
and the report notes the influence of the 
1984 Commercial Space Launch Act 
and Land Remote Sensing Commercial- 
ization Act, as well as an important 1989 
directive from President George Bush 
that "governmental space sectors shall 
purchase commercially available space 
goods and services to the fullest extent 
feasible.” 

Satellite manufacturers are to deliver 
10 birds in 1990, all for export and 
valued at $1 billion. And from 1991 
through 1993, they are to deliver 57% of 
the 51 satellites on order for delivery 
worldwide. France follows with 17% of 
the prime contracts, the United King- 


dom with 1096, during that three-year 
period. 

Calling ground station equipment 
manufacturer ‘‘the fastest growing satel- 
lite-related industry," the Office of 
Space Commerce said it expects earth 
station sales to increase from $600 mil- 
lion in 1988, and $750 million in 1989, 
to $850 million in 1990. 

With broadcast and cable networks 
generating nearly 60% of business, do- 
mestic U.S. satellite operators will see 
approximately $800 million in revenue 
in 1990 from the lease of 482 transpon- 
ders aboard 17 communications birds— 
up from $750 million on 520 transpon- 
ders in 1989. 

More than 230 private satellite. net- 
works deploying approximately 50,000 
earth stations now comprise the *'largest 
market for ground station equipment," 
said the report, which projected in- 
creased revenue for manufacturers of 
ground segment equipment: from $750 
million in 1989 to $850 million in 
1990. -PDL 
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Hughes Communications' satellite replacement program ensures C-band capacity into the 21st century. 


At Hughes Communications, we give you the 
most advanced technology and we back it with 
the most comprehensive service available in satel- 
lite communications. 


That's the Hughes commitment to excellence. 
Our C-band fleet, led by our Galaxy satellites, 


has earned a reputation as the premiere cable 
satellite system in orbit today. In addition to our 
cable and broadcast services, our audio services 
have taken a leading role in the industry. 

Coupling sound engineering with a team of 
dedicated professionals, we ensure the quality and 


Subsidiary of GM Hughes Electronics 


For more information, call Hughes Communications, (213) 607-4128 


continuity of our customers’ transmissions, 24 hours 
a day, 365 days a year. 

We will provide even further protection for our 
Galaxy/Westar customers with the launch later this 
year of Galaxy VI, our in-orbit satellite spare. In 
fact, long after the turn of the century, we will con- 
tinue to deliver the level of excellence in satellite 
communications services that our customers have 
come to expect of us. 

Hughes Communications. Our commitment to 
excellence will continue to make ideas happen— 
well into the 21st century. 


WE MAKE IDEAS HAPPEN’ 
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As the world’s new leader in 
international video service 
we Offer: ; ۲ . 


Experience: 50,000 hours ; 
of international video service 
in 1990. . > 


Coverage: Intercontinental, 
regional and national service 
spanning over 50 countries on 
three continents. 


Flexibility: Point-to-Multipoint, 
foreign uplinks, flyaways, 
on-site reception. 


Service: One stop shopping 
service for fuil and part-time 
video; suiting the needs of 
broadcasters, cable networks, 
news organizations, program 
syndicators, business 
television and special interest 
programmers. 


For PAS-1 international video 
service to and from Europe, 
North America, South 
America and the Caribbean, 
contact Alpha Lyracom Space 
Communications, Inc. 


24 HOUR BOOKING CENTER 
(203) 622-8704 
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ALPHA LYRACOM* 


PAN AMERICAN SATELLITE 


Alpha Lyracom Space 
Communications, Inc. 

One Pickwick Plaza, Suite 270 
Greenwich, CT 06830 

(203) 622-6664 

FAX: (203) 622-9163 


DBS SATELLITES MAY BYPASS MAC 


new gencration of European di- 

rect broadcast satellites now be- 

ing planned by competing service 
providers Astra and Eutelsat will likely 
bypass requirements to use Europe's 
MAC signal delivery standard. 

MAC was envisioned in the 1980's as 
a first step toward high-definition TV, 
but has so far proved more a bottleneck 
for consumer acceptance of direct-to- 
home satellite. 

Both the privately backed Luxem- 
bourg system Astra and Eutelsat (Euro- 
pean Telecommunications Satellite Or- 
ganization) are working on new higher- 
power satellite operations for the early- 
to-mid-1990's, and each indicated 
recently that they would probably seek 
satellite orbital positions falling outside 
those of the 1977 World Administration 
Radio Conference (WARC) plan that, 
under the European Community stan- 
dards agreement, requires transmission 
in MAC. 

EC standardization of MAC for DBS 
during the mid-1980's came at a timc 
when proponents viewed the technology 
as a part of a transition toward improved 
television delivery leading eventually to 
wide screens and HDTV. But MAC's 
critics complain continuing difficulties 
in bringing MAC reception gear to mar- 
ket and uncertainties over consumer ac- 
ceptance have badly damaged DBS 
prospects in Europe, particularly for 
costly government satellite projects in 
France and Germany. 

Neither Astra’s medium-power satel- 
lite launched in 1988 and carrying 16 
program channels to home satellite dish- 
es and cable operators, nor the Eutelsat I 
or Eutelsat II TV satellite systems are 


currently in the WARC high-power DBS 
band, so do not currently require the use 
of MAC by programers. 

The new satellites being planned by 
Astra and Eutelsat, however, would be 
of the higher-power direct broadcast va- 
riety. 

Astra, for instance, is now studying 
four bids for a third and possibly fourth 
satellite, and expects to select a manu- 
facturer by the time its second medium- 
power l6-channel bird, Astra lb, is 
launched next February. The third bird 
would likely launch by 1993. 

In a proposal put forward by the Lux- 
embourg government for Astra, the new 
satellites would carrying enhanced-defi- 
nition or high-definition signals, possi- 
bly as many as 40 channels using new 
digital compression technology. The sat- 
ellite would broadcast in the 11.7-12.5 
ghz band, but not in slots covered by the 
WARC 1977 agreement that would 
force the use of MAC. 

Eutelsat, for its part, hopes by the end 
of the year or early next year to give the 
final go-ahead to its high-power project, 
dubbed Europesat. Aiming for operation 
by the mid-1990's, Europesat would in- 
clude five satellites (three colocated in 
orbit, one in-orbit spare and a ground 
Spare) and would cost some $1 billion 
(European Community dollars). 

Financing is to come from a minimum 
of six countries agreeing to participate 
and lease 20 of the up-to-36 transpon- 
ders. The French and German govern- 
ments are considered essential partners 
in the effort. 

Europesat is also designed to carry 
high-definition signals, with sufficient 
power to reach 90 cm home dishes. -AAG 


BIG FIBER 


Sometimes it pays to wait. Five years have passed, said Bruce Allen, president 
of Northvale, N.J.-based Atlantic Satellite Communications Inc., since ASCI, 
parent company Video Services Corp. (VSC) and co-owned Audio Plus Video 
International, began to discuss developing links among television networks in 
New York City and their own satellite transmission, dubbing and standards 
conversion facilities in Manhattan and Northvale. Five years ago, he said, 
ASCI would only have been able to offer the networks a microwave intercon- 


nection. 


But the system that ASCI expects to complete next week, said Allen, offers 
120 miles and 1,120 megabits of digital fiber capacity—enough to carry eight 
noncompressed 140 megabit video signals (four each way) and multiple audio 
feeds—using a digital laser system developed by Mountain View, Calif.-based 
Comlux. CBS has signed onto multiyear contracts for multiple circuits, said 
Allen, and ASCI has already downlinked CBS Major League Baseball post- 
season and NFL backhauls, routing them over the new fiber network into New 


York. 
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With the launch of SBS-6, Hughes Communications will ensure Ku-band capacity into the 21st Century. 


Hughes Communications means satellite ser- 
vice that's right for your business. No matter what 
you need. Or when you need it. 

Private satellite network owners entrust their 
communications to our SBS fleet of Ku-band satel- 
lites. They know they can count on Hughes for reli- 
able interactive data, voice, and video services. And 
the launch of SBS-6 later this year will reaffirm our 
dedication to meeting increased customer demand 
for Ku-band satellite communications. 

SBS-6 will expand our capacity for business 
networks. Additionally, SBS-6 will enable us to inau- 
gurate services targeted to satellite newsgathering 


Subsidiary of GM Hughes Electronics For more information, call Hughes Communications, 1-800-232-8728 


(SNG) and the occasional use video markets. These 
services feature a customized transponder reserva- 
tion system that allows customers to respond to fast- 
breaking news and special events, quickly and effi- 
ciently, with more availability and less contention 
during peak periods. 

Our mandate is to provide unsurpassed satel- 
lite communications. That's why Hughes' team of 
experts continuously monitors the entire Ku-band 
fleet to ensure quality transmission around the 
clock. That's service you can count on. 

Hughes Communications. We have the services 
to make ideas happen — well into the 21st century. 


WE MAKE IDEAS HAPPEN® 
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INTERNATIONAL 


SIKES, OBUCHOWSKI REPORT 
FROM EASTERN EUROPE 


Telecommunications officials find opportunities for U.S. 
participation but not remaking in U.S. image 


resh from their trip to Eastern Eu- 

rope, FCC Chairman Alfred Sikes 

and Janice Obuchowski, assistant 
secretary, National Telecommunications 
and Information Administration (NTIA), 
told a gathering at the National Press 
Building Monday, Oct. 29 that America 
should not expect the emerging democ- 
racies of Hungary, Czechoslovakia and 
Romania to adopt broadcasting systems 
similar to those found in the U.S. They 
said, however, that there are still plenty 
of opportunities for American business- 
es. Obuchowski said: ''I think that any 
seeds that are sown now on the part of 
U.S. companies or the U.S. government 
will be reaped in years to come a hun- 
dredfold.'" 

Sikes and Obuchowski spent five days 
with a State Department delegation and 
private sector members Oct. 22-27. 

Sikes said American companies need 
to be ‘‘adaptable’’ because ''a broad- 
casting infrastructure does not develop 
overnight. It’s very costly and without 
an advertising market to drive it, it is 
going to develop slowly.” Sikes said the 
"nascent'" advertising market was a 
"major stumbling block” to upgrading 
the existing networks, but the current 
environment of state-owned and former- 
ly state-owned stations can, Sikes 
hopes, be liberalized through ''privatiza- 
tion." 

But what is most in limbo, the two 
seemed to agree, is that the legislative 
foundation for their broadcasting infra- 
structure has not been set. Obuchowski 
said that one of the points of the trip was 
to help the governments better under- 
stand the American system of spectrum 
management and broadcast regulation. 
Sikes said another purpose was to offer 
advice and to help assess legislation cur- 
rently under consideration. 

But it was interest in the U.S. system 
that had ‘‘people literally chasing us out 
of government buildings trying to get 
copies of the Communications Act,” 
said Obuchowski. 


Along with the legislative base, many 
countries are seeking ‘‘how-to’’ exper- 
tise. Sikes said that he believed most 
Eastern European countries will follow 
the model more closely resembling the 
Western European system (which relies 
on fewer, high powered stations) be- 
cause it better fits their needs and there 
is a higher level of cultural affinity. Be- 
sides, said Sikes, the U.S. model has 
many fundamental principles that simply 
will not work in Eastern Europe, partic- 
ularly a reliance on localism made possi- 
ble through a proliferation of broadcast 
outlets. By contrast, each Eastern Euro- 
pean country has few frequencies, said 
Sikes, so it is likely that they will use a 
few-channels approach with high 
powered stations, as do many Western 
European countries. Sikes said that it 
would be *'naive on our part not to an- 
ticipate frequency restrictions.” He said 
that it is "'unlikely that there will be 
dramatic new developments based on 
foreign investments” in that area, but 
“U.S. companies should be allowed to 
participate” because of the technical ex- 
pertise and enormous capital many U.S. 
companies can supply. 

That capital, and Eastern Europe's 
lack of available channels and need for 
multi-channel delivery to meet the de- 
mands of a culturally diverse region may 
mean opportunities in cable television 
and direct broadcast satellite. systems, 
Sikes and Obuchowski agreed. 

Sikes suggested that the few broad- 
casters that do get spectrum follow more 
of a ‘‘PBS sort of approach with mixed 
sources of programing and mixed 
sources of funding.’ 

The differences between the Ameri- 
can system and the emerging Eastern 
European systems had Sikes advocating 
a ''fairness doctrine’’ for them. Sikes 
said that ‘‘throughout Eastern Europe 
there is a miniscule number of stations 
compared to what we have." Also, a 
fairness doctrine protects against what 
Obuchowski called a ‘‘volatile political 


environment where candidates and par- 
ties" believe ownership and control of 
the airwaves is crucial to sustaining 
power. The ''underpinnings of a sound 
broadcast law," said Sikes, are equal 
protection and access, rules against per- 
sonal attacks and the right to air political 
editorials. P 


ABC, ZDF 
TO COPRODUCE 


apcities/ABC and German national 
TV network ZDF have reached an 


agreement to coproduce TV pro- 
grams for the international market. U.S. 
distribution would most likely be via 
cable, according to Jack Healey, presi- 
dent of Capcities/ABC Video Enter- 
prises International. 

The first 12-to-14 hours of projects 
under development, in an agreement that 
covers joint production and other col- 
laboration on TV movies, series, docu- 
mentaries, musical programs and variety 
shows, are the miniseries Hotel Shang- 
hai, TV movie Interpol and a series of 
two-hour TV movies, True Stories. 

Under the arrangement, Capcities/ 
ABC will retain North American rights, 
ZDF the rights in German-speaking mar- 
kets and other worldwide distribution 
rights will go to the company initiating 
the project. 


Initiating the deal and acting as prima- 
ry contact for Capcities/ABC in Germa- 
ny is Munich-based production and dis- 
tribution company, Tele-Munchen, in 
which Capcities/ABC holds a minority 
interest. 

Healey said other coproduction part- 
ners may enter into individual projects, 
but said the company had not yet dis- 
cussed participation with the other Euro- 
pean independent producers in which it 
holds a minority interest —Hamster in 
France and Tesauro in Spain. 
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INDEPENDENT TRADES NEWSCAST FOR UPDATES 


Station will replace local half-hour with CNN package 


costs while maintaining a local iden- 

tity in the Providence, R.l. market, 
independent station WCVX(TV) Vine- 
yard Haven, Mass. has laid off two- 
thirds of its staff and replaced its local 
nightly newscast with hourly news up- 
dates throughout the day. 

The unusual strategy could make 
sense for the station as it seeks to 
emphasize its local commitment, said 
David Bartlett, president, Radio and 
Television News Directors Associa- 
tion. 

“The watchword of this decade will 
be finding new ways to produce news 
and information programing," said 
Bartlett. ‘‘This is yet another new way 
to play the game, and it is an interesting 
one.” 

WCVX aired its last 5:30 p.m. locally 
produced newscast on Monday, Oct. 29, 
replacing it with a half-hour CNN pack- 
age. Local news on the station—includ- 
ing high school sports and weather—is 
now supplied via five-minute updates 
delivered on the hour, 3 p.m. to 10 p.m. 
daily. Plans are under way at the station 
to create a 15-minute nightly newscast at 
10 p.m. 

In preparation for its news revamp, 
the station laid off 10 staffers, including 
four reporters, two assignment editors 
and production personnel. Remaining 
are two reporter/anchors, an executive 
producer/anchor, two news photogra- 
phers and a meteorologist. 

“Not only will it save money immedi- 
ately, but it is also believed the updates 
will be more marketable,’’ said Bob 
Halloran, executive producer. 

Inventory will be reduced within reg- 
ularly scheduled programs to allow the 
station to sell spots on the five-minute 
news updates, said WCVX operations 
manager Bob Kinkead. He declined to 
say how many spots had so far been 
sold. 

A similar scenario is in place further 
north at WHLL(TV) Worcester, Mass., 
which for the last two years has supplied 
advertiser-supported, two minute up- 
dates on the hour (10 a.m. to 10 p.m.), 
in place of a local newscast. 

WHLL general manager Michael Volpe 


| n an effort to reduce news operation 
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said a local evening newscast at his sta- 
tion would require an additional staff of 
at least 15 people and an investment of 
up to $2 million. While updates do not 
replace a newscast, he said. ‘‘at least 
you're not giving people a chance to turn 
to CNN.” 

CNN has dictated that independent 
stations provide news on a convenient 
basis, and not necessarily be tied to 15 
or 30 minute newscasts, said David 
Smith, manager of TV consultation, 
Frank N. Magid Associates Inc. 

“I'm not surprised by the station's 
decision; with limited resources, they're 


probably getting more audience aware- 
ness," said Smith. “It’s probably not a 
bad move on their part.” 

Consultant Roy Meyer, executive vice 
president, McHugh & Hoffman Inc., 
countered that not having a locally pro- 
duced nightly newscast could eventually 
damage a station's identity in the com- 
munity. 

"Viewers recognize an update for 
what it is, and they recognize a news 
report for what it is," said Meyer. “It’s 
very difficult for a television station to 
carve out an image if they're cutting 
back on that particular element." -RB 


MORE MORNING NEWS FOR TAMPA TV 


uilding on its month-old over- 
night news block, WFLA-TV Tam- 
pa-St. Petersburg, Fla., today 
(Nov. 5) plans to tag another half-hour 
live report to its unusual early morning 
schedule. An added 5 a.m. news 
show—replacing First Business—will 
now give the station an ambitious total 
of six hours of live local news daily. 
WFLA-TV on Sept. 24 began its over- 
night news efforts, including half-hour 
reports on the hour, from 1 to 4 a.m. 
Monday, and from 2 to 4 a.m. Tuesday 
through Friday. The live reports alter- 
nate with paid and reality programming 
on the half-hour, including NBC’s Later 
With Bob Costas as well as rebroadcasts 
of the syndicated A Current Affair and 
Entertainment Tonight. 
The early morning news block has 
been getting between a 1.5 and a 2.0 
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rating, according to Paul Catoe, general 
sales manager, significantly higher than 
an earlier failed effort to run all-night 
movies in the time period. The station in 
recent months had signed off between 
2:30 and 5 a.m. 

“It’s difficult to presell because these 
are uncharted waters,” said Catoe, add- 
ing that the market does not have a rat- 
ings book with audience demographics. 
But he said the overnight newscasts— 
each offering five minutes of inven- 
tory—have been gradually attracting 
new advertisers, particularly in the di- 
rect-response category. 

WFLA-TV News Director John Butte 
would not provide a start-up cost for the 
added news programming, but said the 
move was made by supplementing exist- 
ing staff with two full-time and three 
part-time employes. 
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FOR THE RECORD 


As compiled by BROADCASTING from Oct 
25 through Oct 31 and based on filings, 
authorizations and other FCC actions. 


Abbreviations: AFC—Antenna For Communications; 
ALJ—Administrative Law Judge: alt.—altemate: ann.— 
announced: ant.—antenna; aur.—aural; aux.—auxiliary: 
ch.—channel: CH—critical hours.: chg.—change: CP— 
construction permit: D—day: DA—directional antenna: 
Doc.— Docket; ERP—effective radiated power: Freq—fre- 
quency: HAAT—height above average terrain. H&V— 
horizontal and vertical; khz—kilohertz: kw—kilowatts: 
lic.—license: m—meters: mhz—megahertz: mi.—miles: 
MP—modification permit: mod.—modification; N—night: 
pet. for recon.—petition for reconsideration: PSA—presun- 
rise service authority; pwr.—power, RC—remote control; 
S-A—Scientific-Atlanta; SH—specified hours: SL—studio 
location: TL—transmitter location: tran..—transmitter: 
TPO—transmitter power output: U or unl.—unlimited 
hours: vis.—visual: w—watts: *—noncommercial. Six 
groups of numbers at end of facilities changes items refer to 
map coordinates. One meter equals 3.28 feet. 


OWNERSHIP CHANGES 


Applications 


= WPTM(AM)-WSMY(FM) Roanoke Rapids, NC 
(AM: BAL901005HX: 1230 khz: 1 kw; FM: 
BALH901005HY: 102.3 mhz: 3 kw: ant. 300 ft.)— 
Seeks assignment of license from Faver Broadcasting 
Grp Ltd. to Moran Communications Inc.: buyer is 
reacquiring former interest in station following bank- 
ruptcy. Seller is headed by Ronald J. Verlander Sr. and 
Ronald J. Verlander Jr.. and have interests in Faver 
Broadcasting Group Ltd. II. licensee of WZLI(FM)- 
WLET(AM) Toccoa. GA. and Mid-America TV-23 
Ltd.. licensee of KBSI(TV) Cape Girardeu. MO. Buy- 
er is headed by Timothy Moran and Amy Moran. 
husband and wife. Timothy Moran has interests in 
South Boston Radio Inc.. licensee of WHLF(AM) 
South Boston. VA. Filed Oct. 5. 


m WTVX(TV) Ft. Pierce, FL (BALCT90IOIOKG: 
ch. 34; 5000 kw-V: 500 kw-A: ant. 973 ft.)—Secks 
assignment of license from WTVW Inc. to Krypton 
Broadcasting Corp. for $8 million. Seller is headed by 
C. E. Feltner and is licensee of WNFT(TV) Jackson- 
ville. Fla.: Krypton Broadcasting Of Birmingham Inc.: 
Krypton International Corp.. and Krypton Broadcast- 
ing of Ft. Pierce Inc. Buyer is headed by Frank K. 
Spain and is licensee of WTVA(TV) Tupclo. Miss.. 
and is permittee of KZJC(TV) Flagstaff. AR. Filed 
Oct. 10. 


a KCFP(TV) Austin, TX (BAPCT90101! KH; ch. 54; 
500 w-D)—Seeks assignment of license from Balcones 
Broadcasting Co. to 54 Broadcasting Inc. for assump- 
tion of liabilities and payments to Balcones partners to 
cover their cost in acquiring permit. Seller is headed by 
Edna Ramon Butts, Ronnel H, Oliveira and Paz Gold- 
berg. Buyer is headed by Mark Goldberg. Ronnell H. 
Oliveira. Mark Cohen. Billy B. Goldberg. Rosalie 
Goldberg. and Mitchel Levy. Mark Goldberg and Oli- 
veira have interests in KCFP(TV). the seller. Billy B. 
Goldberg. Rosalie Goldberg. and Mitchel Levy have 
interests in 21st Century Corp. Filed Oct. 12. 


= WCSA(AM) Ripley, MS (BAL901012ED: 1260 
khz; 500 w-D)—Seeks assignment of license from Tip- 
pah Broadcasting Co. to DBA Keyboard Broadcasting 
Communications for $25.000. Seller is owned by Jesse 
R. Williams. who also has interests in WJRK(AM) 
Calhoun City, MS. Buyer is headed by Lillie S. Jubert. 
and has no other broadcast interests. Filed Oct. 12. 


a KEGG(AM) Daingerfield, TX (BAL901012EC: 
1560 khz: | kw-D)—Seeks assignment of license from 
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Breckenridge Broadcasting Co. to DBA Network Com- 
munications Co. for $50,000. Seller is headed by 
Owen Woodward and Doug Williams. and is licensee 
of KILE(AM) Galveston. KROO(FM)-KSTB(AM) 
Breckenridge. all Texas; KNOR(AM) Norman and 
KTAT(AM)-KYBE(FM) Frederick. all Oklahoma. 
Buyer is headed by Ruth Allen Ollison and Quincy L. 
Ollison. Ruth Allen Ollison owns 700 shares of non- 
votíng stock in Lin Broadcasting. Filed Oct. 12. 


= KADS(AM) Elk City, OK (BTC9OIOISEA; 1240 
khz; 1 kw-U)—Seeks assignment of license from In- 
vestar Inc. to Kenneth E. Martin for $71,000 in stock 
sale. Seller is headed by W. Steve Baker, Kenneth R. 
Martin and Jack L. Palmore and has no other broadcast 
interests. Buyer is headed by Kenneth E. Martin and 
Jack L. Palmore. Filed Oct. 15. 


| KSSB(FM) Calipatria, CA (BAPH901009HZ; 
100.9 mhz: 3 kw: : ant. 148 ft.)—Seeks assignment of 
license from Salton Sea Communications Co. to Cali- 
patria FM Inc. for $7.000. Seller is headed by Marcus 
D. Jones. Buyer is headed by Debbie Hogan, Michael 
Hogan. and Alan J. Singer. and has no other broadcast 
interests. Filed Oct. 9. 


@ WLTP(AM) Parkersburg, WV and WNUS(FM) 
Belpre, OH (AM: BTC901009GR: 1450 khz: 1 kw-U: 
FM: 810۳90100905: 107,1 mhz: 23 kw: ant. 370 
ft.)—Seeks assignment of license from The Somerset 
Group Inc. to TRBC Inc. for $100.000. Seller is head- 
ed by Robert H. Mckinney and E. Kirk Mckinney. Jr. 
and has no other broadcast interests. Buyer is headed 
by Joel M. Thrope and John O. Reynolds. and has no 
Other broadcast intersests. Filed Oct. 9. 


= KDNA(FM) Yakima, WA ۰ 
91.9 mhz: 18.5 kw: ant. 920 ft.)—Seeks assignment of 
license from Northwest Chicano Radio Network to 
Northwest Chicano Radio Network in a transfer of 
control to select new board of directors. Seller and 
buyer is headed by Roberto Maestas. Maria Rubio. 
Nieves Negrete. T. Victor Lara. Miguel Ortega. Ro- 
lando Adame. Maria Arriaga. Jose Luis Zesati. Ricar- 
do Aguirre. and Guadalupe Gamboa. Filed Oct. ۰ 


@ WQSI(AM) Frederick and WZYQ(FM) Brad- 
dock Heights, both Maryland (AM: BTC90101 1HR: 
820 khz: 5 kw-D. 680 w-N: FM: BTCH901011HS: 
103.9 mhz: 350 w; ant. 910 ft.)—Seeks assignment of 
license from Musical Heights Inc. for $4.587 in stock 
sale. Seller is headed by Leo L. Shank. Howard C. 
Fisher. Thomas D. Boock. Nancy L. Fowler and John 
A. Alix. and has no other broadcast interests. Buyer is 
headed by Leo L. Shank. Howard C. Fisher. John A. 
Alix and Nancy L. Fowler. Filed Oct. ۰ 


a KNTO(FM) Livingston, CA (BALH90101S5HV: 
95.9 mhz: 3 kw: ant. 305 ft.)—Seeks assignment of 
license from Daniel Forrestall to All American Broad- 
casting Co. for $198.000. Seller is receiver for All 
American Broadcasting Co. and has no other broadcast 
interests. Buyer is owned by Nelson F. Gomez and 
William Colclough. and has no other broadcast inter- 
ests. Filed Oct. 9. 


Actions 


= KVAK(AM) Valdez. AK (BAL9008I0EF; 1230 
khz: | kw-U}—Granted app. of assignment of license 
from KENAI Broadcasting Co. to Cobb Communica- 
tions Inc. for $205.000. Seller is headed by John 
Lindauer and has interests in KRXA(AM) Seward. 
KVAK(FM) Valdez and KAJD(AM) Juneau. al] Alas- 
ka. Buyer is headed by Thomas C. and Patricia M. 
Tiemey. and has interest in KVOK(AM)-KJJZ(FM) 
Kodiak. KENY(AM) Kenai. KLAM(AM) Cordova 
and KRXA(AM) Seward. all Alaska. Tomas C. Tier- 
ney is sole stockholder of TCT Communications. li- 
censee of KENI(AM)-KBFX(FM) Anchorage. AK. 
Action Oct. 18. 


a KBHS-AM-FM Hot Springs, AK (AM: BA- 


L900820EA; 590 khz; 5 kw-D, 500 w-N; FM: BAL- 
H900820EB; 96.7 mhz; 2.6 kw; ant. 320 ft.) —Granted 
app. of assignment of license from KBHS Broadcast- 
ing Co. to Great American Broadcasting Co. of Arkan- 
sas for $550,000. Seller is headed by William L. 
Mitchell. Eleanor Mackey-Ferguson and Maria Foy, 
and has no other broadcast interests. Buyer is headed 
by Mack and Sherry Sanders. Ernest McRae. John and 
Janet Bozeman. Robbie Swinney. William L. Mitchell 
and Maria H. Foy. Mack and Sherry Sanders and 
McRae have interest in KVGB(AM)-KBGB(FM) Great 
Bend and KWHK(AM)-KIUS(FM) Hutchinson. KS. 
Action Oct. 16. 


a KPBQ-FM Pine Bluff, AR (BAPH900827GS; 
101.3 mhz: 3 kw: ant. 328 ft.)—Granted app. of as- 
signment of license from Madison Hodges to Colon 
Johnston for S60.000. Seller has no other broadcast 
interests. Buyer has no other broadcast interests. Ac- 
tion Oct. 16. 


a KZPB(FM) Ft. Bragg, CA (BAPH900824HZ; 96.7 
mhz: 1.741 kw; ant. 128 ft. )—Granted app. of assign- 
ment of license from Susan 1. Waters to the Henry 
Radio Co. for $41.000. Seller has no other broadcast 
interests. Buyer is headed by James B. Henry. Nancy 
L. Henry. and Brian J. Henry. and have interests in 
The Henry Radio Co., licensee of KLLK(AM), Wil- 
lits. CA. Action Oct. 16. 


= KCVR(AM)-KWIN(FM) Lodi, CA (AM: BA- 
PL900829EF: 1570 khz: 5 kw-D. 34 w-N; FM: BAL- 
H900829EG: 97.7 mhz; 3 kw: ant. 300 ft.—Granted 
app. of assignment of license from Tumbeaugh Com- 
munications Ltd. to Stockton Radio Co. for undis- 
closed price. Seller is headed by Eugene P. Johnson 
and John P. Crowley. as trustees. who have interest 
Command Cable of Eastem Illinois and Pecan Planta- 
tion (Texas) Cable Ltd. Estate of Roger Tumbeaugh 
(deceased) owns 16% of voting stock of Four W 
Broadcasting. licensee of KHSS-FM Walla Walla. 
WA. Buyer is headed by John P. Crowley. Eugene B. 
Johnson. Gerald J. Kazma. R. Calvin Sutliff and C. 
Philip Rainwater. Sutliff is diretor of Summit Commu- 
nications Inc.. licensee of LPTVs K22AD Gillette. 
WY. and K60BY Cedar City and K27AH St. George. 
both Utah. Action Oct. 15. 


a KWCL-FM Oak Grove, CA (BALH900822HY: 
96.7 mhz: 3 kw: ant. 306 ft.)—Granted app. of assign- 
ment of license from 96.7 FM Radio Inc. to KWCL- 
FM Broadcasting Co. for $150.000. Seller is headed 
by Jerald Womack. who has interest in KWCL(AM) 
Oak Grove. CA. Buyer is headed by Irene M. Robin- 
son. Charles T. May and William L. Cooper. and has 
no other broadcast interests. Action Oct. 10. 


a KSES(AM) Yucca Valley, CA (BAL900821ED: 
1420 khz: ! kw-D)—Granted app. of assignment of 
license from Craig Broadcasting Corp. to Kevin D. 
Roberts for $421.000. Seller is headed by Richard C. 
and Pearl V. Plum. husband and wife. and has no other 
broadcast interests. Buyer has no other broadcast inter- 
ests. Action Oct. 12. 


a WPAP-FM Panama City, FL (BAPLH900724HU: 
92.5 mhz: 100 kw: ant. 781 ft.)—Granted app. of 
assignment of license from Norman S. Drubner to 
Southern Broadcasting Co. for $1.9 million. Seller is 
has interest in WVGO(FM) Richmond. VA: 
WJLQ(AM)-WCOA(FM) Pensacola. FL: KXY- 
Q(AM)-KZRC(FM) Portland. OR; KIVA(AM) Santa 
Fe and KZRQ(FM) Albuquerque. both New Mexico. It 
is in process of selling KGRX(FM) Globe. Ariz. 
("Changing Hands." April 2) for $2 million and 
KRGE(AM) Weslaco and KRIX(FM) Brownsville. 
both Texas (“Changing Hands." July 16) for $1.1 
million. Buyer is headed by Paul C. Stone and Charles 
Gidden. Stone is president and 50% stockholder of 
Broadcast Investment Associates Inc.. licensee of 
WTSH(AM) Rome. GA: WZOT(AM)-WTSH(FM) 
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Rockmart. GA. and is president and 51% stockholder 
of Thomasville Radio Inc.. licensee of WLOR-AM- 
FM Thomasville. GA. Action Oct. 12. 


m WBIT(AM)-WDDQ(FM) Adel, GA (AM: BA- 
L900830EG; 1470 khz: | kw-D. 350 w-N: FM: BAL- 
H900830EH: 92.1 mhz: 3 kw: ant. 300 ft.—Granted 
app. of assignment of license from D.R.R. Broadcast- 
ing Inc. to Williams Investment Co. for $164.148.13. 
Seller is headed by R.A. Acrec and has no other 
broadcast interests. Buyer is headed by John L. Wil- 
liams, James Michael Williams. John Richard Wil- 
liams, Robert Steven Williams and Debra McNeal. and 
has no other broadcast interests. Action Oct. 16. 


m WXGL(AM) Lewiston, ME (BAL900313EE; 1240 
khz: | kw)—Granted app. of assignment of license 
from Airborne Broadcasting Co. to Christian Family 
Radio Inc. for $75.000. Seller is headed by David O. 
Dulac and John J. Pineau and has interest in Sunspot 
Broadcasting Co.. licensee of WKIT-AM-FM Brewer. 
ME. Buyer is headed by Richard D. Gleason. who is 
majority owner of WTME(AM) Auburn, WOXO(FM) 
Norway. and WKTQ(AM) South Paris. all Maine. 
Action Oct. 16. 


m KREL(AM) Henderson, NV  (BAL900530EA: 
1280 khz; 5 kw-D)—Giranted app. of assignment of 
license from KREL Inc. to S&R Broadcasting Inc. for 
$600.000. Seller is headed by Douglass R. and Jane 
Price. husband and wife. Buyer is headed by Paul ۰ 
Ruttan. Scott Gentry. James L. Garnett, Eddie Esco- 
bedo. Camilo Corral and Antonio Carranza. Scott Gen- 
try is director of Bountiful Broadcasting Inc. (“BBI”), 
licensee of KLVV-FM Bountiful, UT. BBl is wholly 
headed subsidiary of D&B Broadcasting Co.. licensce 
of KTKK(AM) Sandy, UT. Paul Ruttan is operation 
manager of KREL(AM) Henderson. NV. Action Oct. 
l6. 


m KQEO(AM)-KMGA(FM) Albuquerque, NM 
(AM: BAL900412EA: 920 khz: ۱ kw-D. 500 w-N: 
FM: BALH900412EB: 99.5 mhz: 19.5 kw: ant. 4.134 
ft.)—Granted app. of assignment of license from PCC 
of New Mexico Inc. to C.T. Robinson. William C. 
Moyes. Nicholas J. Verbitsky and Robert W. Clark for 
$750.000. Seller is headed by Richard K. Penn. Wil- 
liam H. Leighner and Morgan Penn and its parent 
company. Penn Communications Corp.. is parent of 
PCC of Colorado Inc.. licensee of KVOR(AM)- 
KSPZ(FM) Colarado Springs. CO. Buyers have no 
other broadcast interests. Action Oct. 17. 


= WGLI(AM) Babylon, NY (BTC900705EG: 1290 
khz; 250W-U)—Giranted app. of assignment of license 
from Spanish Radio Network to SRN Texas Inc. for no 
financial considerations (see WQBA-AM-FM Miami. 
FL). Seller is headed by McHenry T. Tichenor. Buyer 
is headed by Tichenor. David D. Lykes. Ricardo A. 
Del Castillo. Action Oct. ۰ : 


a WADO(AM) New York, NY (BTC900621EG; 
1280 khz; 5 kw-U)—Granted app. of assignment of 
license from Spanish Radio Network to SRN Texas 
Inc. for no financial considerations. Seller is headed by 
McHenry T. Tichenor. Buyer is headed by McHenry 
T. Tichen. David D. Lykes. Ricardo A. Del Castillo, 
and has interest in Spanish Radio Network, licensee of 
WQBA-AM-FM Miami. FL. and WGLI(AM) Baby- 
lon. NY. Tichenor Media Systems Inc.. licensee of 
KGBT(AM)-KIWW(FM) Harlingen. KCOR(AM) San 
Antonio, KLAT(AM) Houston and KBNA-AM-FM EI 
Paso, all Texas. and WIND(AM) Chicago and WOJO- 
FM Evanston, both Illinois. Action Oct. 16. 


= WJQZ(FM) Wellsville, NY (BALH900827GR: 
93.5 mhz: 1.45 kw; ant. 466 ft.) —Granted app. of 
assignment of license from Scenic Sounds Inc. to Erin 
Communications Inc. for $400,000. (‘Changing 
Hands." Sept. 10). Seller is headed by Terry C. Swift, 
Michael T. Baldwin and Louis Mason. Buyer is headed 
by John R. and Elaine A. Murphy. husband and wife, 
and Joseph A. and Anne A. Shambo. husband and 
wife. and has no other broadcast interests. Action Oct. 
16. 


m WKEG(AM) Washington, PA (BAL900802EG; 
1110 khz; | kw-D)—Granted app. of assignment of 
license from William H. Ferguson to JJG Communica- 
tions for $100,000. Seller has no other broadcast inter- 
ests. Buyer is headed by John G. Brodak. John A. 
Stets, Gene Lee. Karl Baily and John E. Loeper. and 
has no other broadcast interests. Action Oct. 15. 
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m WORA(AM) Mayaguez, PR (BTC900829ED: 760 
khz: 5 kw-U}—Granted app. of assignment of license 
trom Glorycap Investment Fund Inc. and Josycap In- 
vestment Fund Inc. and to Alfred R. De Arcllano III 
for $900.000 (sale includes WQBS[AM| San Juan and 
WPRP|AM| Ponce. both Puerto Rico). Sellers are 
headed by Gloria M.R. De Arellano and Josefina Z.R. 
De Arellano, respectively (see WQBS[AM| San Juan. 
PR). Buyer has interest in Estereotcmpo Inc. and Radio 
Americas Corp. Action Oct. ۰ 


m WPRP(AM) Ponce, PR (BTC900829EE: 910 khz: 5 
kw-U}—Secks assignment of license from Glorycap 
Investment Fund Inc. and Josycap Investment Fund 
Inc. to Altred R. De Arellano ۱۱۱ for $900.000 (sale 
includes WORA|AM| Mayaguez and WQBS|AM] San 
Juan. both Puerto Rico). Seller is headed by Gloria 
M.R. De Arellano and Josefina Z.R., De Arellano, 
respectively (sec WQBS[AM| San Juan. PR). Buyer 
has interest in Estereotempo Inc. and Radio Americas 
Corp. Action Oct. 18. 


m WQBS(AM) San Juan. PR (BTC900829EC: 630 
khz; 5 kw-U)—Granted app. of assignment of license 
from Glorycap Investment Inc. and Josycap Investment 
Fund Inc. to Alfred R. De Arellano HI for 00 


Commercial AM 4,978 


Educational FM 1, 


Commercial VHF TV 552 18 570 
Commercial UHF TV 560 184 744 
228 18 246 
Odio ui t t SE. 


Educational UHF TV 


3 1,465 


UHF translators 


۳ Includes off-air licenses. t Penetration percentages are of TV household universe of 
92 1 millon. ' Construction permit. ? Instructional TV fixed service. 3 Studio-transmit- 
ter link. Source: Nielsen and Broadcasting's own research. 


BROADCASTING & CABLE 


BROADCASTING 


Commercial FM 4 906 5,263 


,357 
435 2 


(sale includes ^ WORA[AM] Mayaguez and 
WPRP|AM] Ponce. both Puerto Rico). Sellers are 
headed by Gloria M.R. De Arellano and Josefina Z.R. 
De Arellano, respectively, and has interest in Esterco- 
tempo lnc.. licensee of WIOA(FM) San Juan: 
WIOB(FM) Mayaguez and WIOC(FM) Ponce, all 
Puerto Rico: Radio Americas Corp.. licensee of 
WQBS(AM) San Juan; WORA(AM) Mayaguez and 
WPRP(AM) Ponce. all Puerto Rico. Gloria M.R. De 
Arellano and Josefina Z.R. De Arellano are sisters of 
Alfred De Arellano 111, all are children of Alfredo ۰ 
and Esther R. De Arellano Jr.. who own all issued and 
outstanding stock of Telecino Inc.. licensee of WORA- 
TV Mayaguez. PR. Buyer has interest in Estercotempo 
Inc. and Radio Americas Corp. Action Oct. 18. 


= WLOW(FM) Bluffton, ۰ 0: 
106.9 mhz: 50 kw; ant. 492 ft.)—Granted app. of 
assignment of license from DHA Broadcasting Inc. to 
W, Lee Simmons for $100,000. Seller is headed by 
Dorothy Aranda and W. Lee Simmons and has no other 
broadcast interests. Buyer has no other broadcast inter- 
ests. Action Oct. 16. 


= KAMV-FM Victoria, TX (BAPH900618HH: 92.3 
mhz; 3 kw; ant. 298 ft.)—Granted app. of assignment 


246 5,224 


m 173 
0x48 00 QAI 
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of license from Martha Vasquez to Bennet Broadcast- 
ing Inc. for $64,401. Seller has no other broadcast 
interests. Buyer is headed by Dudley B. McDougal, 
Martha Vasquez and Constance G. McDougal. and 
holds CP for LPTV K60DV Victoria, TX. Dudley B. 
McDougal is president and holds 90% stock interest in 
Hombres Enterprises Inc., licensee of KNAL(AM) 
Victoria, TX. Action Oct. 12. 


NEW STATIONS 


Actions 


a lone, CA (BPED861023MB)—Granted app. of 
Family Stations, Inc. for 88.3 mhz; 2 kw-V; ant. 131 
ft. Address: 3108 Fulton Ave., Sacramento CA 95821. 
Principal is headed by Harold Camping, Scott L. Smith 
and Richard Van Dyk, who have no other broadcast 
interests. Action Oct. 16. 

® Buchanan, IN (BPH880323MM)—Granted app. of 
Marion R. Williams for 99.1 mhz; 3 kw; ant. 328 ft. 
Address: 7606 Harold Ave., Gary IN 46403. Principal 
has no other broadcast interests. Action Oct. 9. 


B Vidalia, LA (BPH890719MD)—Returned app. of 


Robert D. Cupit Jr. for 104.7 mhz; 3 kw; ant. 328 ft. 
Address: P.O. Box 1129 Vidalia, LA 71373. Principal 
has interests in WZFL-AM-FM. Centreville, MS, and 
is general manager of KVLA(AM) Vidalia, LA. Ac- 
tion Oct. 12. 

= Granite Falls, MN (BPH890417MD)—Granted 
app. of John Linder for 93.9 mhz; 3 kw; ant. 328 ft. 
Address: 126 Ridge Lane Mankato MN 56001. Princi- 
pal has no other broadcast interests. Action Oct. 10. 

= Winona, MN (BPH900514MF)—Dismissed app. of 
Michael Scott Borgen for 101.1 mhz; 2.15 kw; ant. 
531 ft. Address: 1421 Cityview Ct., NE, Rochester 
MN 55904. Principal has no other broadcast interests. 
Action Oct. 12. 


FACILITIES CHANGES 


Applications 
FM's 
B Rogers, AR KAMO-FM 94.3 mhz—Oct.12 applica- 


tion for CP to change ERP: 5.2 kw H&V; ant.: 708 ft.; 
change TL: near top of Garfield Mountain, Garfield, 


SERVICES 


AR; class: C3 (per docket no. 89-450). 


= Camilla, GA WOFF(FM) 105.5 mhz—Oct. 5 appli- 
cation for CP to change ERP: 6 kw (H&V); TL: .6 km 
W of SR 3, at a point 9.2 km of Camilla, Mitchell 
Electric. 


a Thibodaux, LA KXOR(FM) 106.3 mhz—Oct. 1 
application for mod. of license to increase ERP: 6 kw 
H&V (pursuant to docket 88-375). 


= Mackinaw City, MI WSSW(FM) 94.3 mhz— 
Oct.12 application for CP to change ERP: .94 kw 
H&V; ant.: 61 ft.; change TL: in Emmet County, on 
Trails End Rd., W of KOA campground, next to 
former Pennsylvania R.R. right-of-way. 


B Panaca, NV KLNR(FM) 91.7 mhz—Oct.10 appli- 
cation for CP to change ant. supporting structure 
height. 


B Lincroft, NJ WBJB-FM 90.5 mhz—Oct. 10 appli- 
cation for mod. of CP (BPED831107AE) to change 
TL: 765 Newman Springs Rd., Lincroft, NJ 


B Ocean Acres, NJ (no call letters) 98.5 mhz—Oct. 
10 applicetion for mod. of CP (BPH870430NM) to 
change ERP: 6 kw H&V; change TL: 61 m E of 
Harpoon Dr., Ocean Acres, NJ. 


BROADCAST DATABASE 


daiaworld 


Coverage/Terrain Shadowing 
Allocation Studies + Directories 
PO. Box 30730 301-652-8822 
Bethesda. MD 20814 800-368-5754 


SOFTWARE 


FCC databases for MS-DOS 
Broadcast Technical Consulting 


۷ Doug Vernier 
Beuadcset Conauitant 
1600 Picturesque Drive 
Cedar Fall», lowa 50613 
319 266-8402 


SG Communications, Inc. 


TV/FM RF Systems Specialists 
RF System Measurements 
Tower Erection & Maintenance 


1—800—824-7865 Tucson, AZ 
1—800—874-5449 Tampa, FL 


New towers, transmitter buildings, earth 
stations, tumkey site development. 


Tower Structures, Inc. 


619/421-1181 
Fax: 619/421-0533 — Lic. No. 254513 


DISCOUNT RATES 
FLASH TECH / EG-G 


NATIÓNWIDE SERVICE 
(305) 989-8703 
STROBE LIGHT REPAIR 
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BROADCAST DATA SERVICES 
Computerized Broadcast Service 
Including 
Data Base Allocation Studies 
Terrain Profiles 
A Div. of Muffet. Larson & Johmson, Inc. 
703 824-5666 
FAX:703—824-5672 


DS تحت‎ 
COMMUNICATIONS INC 
* Radio and Television System Design 
* Transmitter and Studio Installation 
* Microwave and Satellite 
Engineering and installation 
627 Boulevard 


201-245-4833 Kenilworth, NJ 07033 


KLINE TOWERS 
Towers, Antenna Structures 
Engineering & Installation 
P.O. Box 1013 


Columbia, S.C. 29202 
Tel: 803 251-8000 - FAX 251-8080 


STARLINER* x X 


MOBILE VIDEO e Unit 
MULTI CAMERA CAPABILITY 
32 AUDIO INPUTS-STEREO SOUND 


PROGRAMMING * SPORTS » CONCERTS. 
VIDEO CONFERENCES * MEETINGS 


CONTACT: ERIC ADDRESS 
(215) 626-6500 


DON'T BE A STRANGER 


To Groadcasting’s 117.323 Readers. Display 
your Professional or Service Card here II will be 
seen by stalion and cable TV system owners 
and decision makers 


* 1989 Readership Survey showing 3 7 readers 
per copy 


i$ Teletech inc. 


BROADCAST CONSULTANTS AND ENGINEERS 
۰ FCC Appications ano Feld Engineering 
© Frequency ches ang Coordination 
* Tower Erection and Maintenance 
e Facity Design and Construction 


23400 Mich Ave 


KENNETH W HOEHN 
pus 2 Dearborn Mi 48124 


(313) 562-6873 


GP Stainless, inc. 


New Towers, Antenna Structures 
Engineering Studies, Modifications 
Inspections, Erection, rua 
North Wales, PA 1 
215 699-4871 FAX 699-0597 


QLD COMMUNICATIONS, Inc 


RF DESIGN & INSTALLATION SPECIALISTS 
LARCAN SOLID STATE TRANSMITTERS 
ALAN DICK ANTENNAS & COMBINERS 
LEBLANC & ROYLE TOWER SYSTEMS 
14440 CHERRY LANE CT. LAUREL MD 20707 
TEL: 301-498-2200 FAX: 301-498-7952 


Ht, Tower 


COMPANY 
ود‎ 


SERVING BROADCASTERS 
FOR OVER FORTY YEARS 


(405) 946-5551 


contact 
BROADCASTING MAGAZINE 
1705 DeSales St., N.w. 
Washington, D.C. 20036 
for availabilities 
Phone: (202) 659-2340 


dataworld 
LPTV/TV Translator 
Detailed Interference Studies 
Regional Directories 
Maps — Terrain — Popcount 


301-652-8822 800-368-5754 


Shoolbred Engineers Inc. 


Towers and Antenna Structures 
Robert A. Shoolbred, PE. 


1049 Morison Drive 
Charleston, S.C. 20403 2 (3031 5774681 


A rin ine. 


ENGINEERS & MANUFACTURERS OF 


SOLID STEEL TOWER STRUCTURES 
PHONE 219-936-4221 
FAX 219-936-6796 


PO Box 128, 1200 N. Oak Rd. 
Plymouth, IN 46563 


Broadcast Video Tape 


Greal Service « pw pioet 


PROFESSIONAL/SERVICE 
DIRECTORY RATES 
52 weeks - $40 per insertion 
26 weeks - $50 per insertion 
There is a one time pees charge 
of $20. Call (202) 659-2340. 
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du Treil, Lundin & Rackley, Inc. 


A Subsidary of AD. Ring. P.C. 


1019 19th Strect, N.W., Suite 300 
Washington, D.C. 20036 
Telephone: 202-223-6700 

Member AFCCE 


SILLIMAN AND SILLIMAN 
8121 Georgia Ave. #700 
Silver Spring, MD 20910 


ROBERT M. SILLIMAN. P.E. 
(3011 569-8288 


THOMAS B. SILLIMAN. P.E. 
(812) 853.9754 
Member AFCCH. 


CARL E. SMITH 
CONSULTING ENGINEERS 


AM-FM-TV Engineenng Consultants 
Complete Tower and Rigging Services 


“Serving the Broadcast Industry 
for acer 50 Years" 


Box 807 Bath, Ohio 44210 
(216) 659-4440 


HATFIELD & DAWSON 


CONSULTING ENGINEERS 
4226 SIXTH AVE. NW. 
SEATTLE. WASHINGTON 98107 
(206) 783-9151; Facsimile: (206) 789-9834 
MEMBER AFCCE 


JOHN F.X. BROWNE 
& ASSOCIATES, PC. 
525 Woodward Ave. 
Bloomfield Hills, MI 48013 
(313) 642-6226 
Washington Office 
(202) 293-2020 
Member AFCCE 


SELLMEYER ENGINEERING 


Consulting Engineers 


PO. Box 356 
McKinney, Texas 75069 
(244) 542-2056 
Member AFCCE 


Radiotechniques ; 


EDWARD A. SCHOBER, P.E. 
FCC Applications ° Field Engineering 


Ald * FM * TV ۰ Boosters 
P.O. Box 367 - Haddon Heights, NJ 08035 
609-546-8008 


Member AFCCE and NAB 


PROFESSIONAL CARDS 


SAIC e 


A Semar of Scarce ADpRCENODS inrerngaona Corporation 
CONSULTING ENGINEERS 


790! YARNWOOD COURT 
SPRINGFIELD . VA. 22153 
(703569 - 7704 
MEMBER AFCCE 


Moffet, Larson & Johnson, Inc. 
Consulting Telecommunications Engineers 
Two Skyline Place, Suite 800 
5203 Leesburg Pike 
Falis Church, VÀ 22041 


703 824-5660 
FAX:703—824-5672 
Member AFCCE 


VIR JAMES 


CONSULTING ENGINEERS 
Applications and Field Engineering 
computerized Frequency Surveys 
3137 W. Kentucky Ave. -80219 
(303) 937-1900 


DENVER, COLORADO 
Member AFCCE & NAB 


F.W. HANNEL & ASSOCIATES 
Registered Professional Engineers 
911 Edward Street 
Henry. Illinois 61537 
(309) 364-3903 
Fax (309) 364-3775 


D.C. WILLIAMS, P.E. 


Consulting Radio Engineer 
Member AFCCE 
Post Office Box 1888 
Carson City, Nevada 89702 


(702) 885-2400 


PAUL DEAN FORD. PE. 
BROADCAST ENGINEERING CONSULTANT 
R.R. 12, Box 351 
WEST TERRE HAUTE, INDIANA 47885| 
812-535-3831 
Member AFCCE 


DON'T BE A STRANGER 


To Broadcasting’s 117,323 Readers. Display 
your Professional or Service Card nere. It will be 
seen by station and cable TV syslem owners 


and decision makers 


* 1989 Readership Survey showing 3 7 readers 
per copy 


LOHNES & CULVER 
Radio-TV Engineers 
1156 15th. St. , NW. , Suite 608 
Washington , D.C. 20005 
(202) 296-2722 
Menbaa AFCCE 


Since 1844 


HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 
Box 280068 
San Francisco, California 94128 

(415) 342-5200 


HE (202) 396-5200 


Member AFCCE 


E. Harold Munn, Jr., 


& Associates, Inc. 
Broadcast Engineering Consultants 
Box 220 
Coldwater, Michigan 49036 
Phone: 517—278-7339 


STRUCTURAL SYSTEMS 
TECHNOLOGY. INC. 
J. Cabot Goudy. ۰ 
PRESIDENT 
TOWERS, ANTENNAS. STRUCTURES 
New Tall Towers. Existing Towers 
Studies. Analysis. Design Modifications. 
Inspections. Erection. Etc 
6867 Elm 5: ۰ McLean. VA 22101 (703) 456-9765 


OMMUNICATIONS TECHNOLOGIES INC. 
BROADCAST ENGINEERING CONSULTANTS. 


CLARENCE M. BEVERAGE 
LAURA M. MIZRAHI 
(605) 985-0077 


PO. BOX #1190 
MARLTON, NJ i843 
FAX: (OW 985-8124 


* FCC Data Bases 

* FCC Applications and Field Enginesring 
* Frequency Searches and Coordination 
© AM-FM-CATV-ITFS-LPTV. 


OWL ENGINEERING, INC. 
یه‎ prm 


1306 W. County Road F, St. Paul, MN 55112 
(612) 631-1338 “Member AFCCE" 


contact 
BROADCASTING MAGAZINE 
1705 DeSales St., N.W. 
Washington, D.C. 20036 
for availabilities 
Phone: (202) 659-2340 


COHEN, DIPPELL 
and EVERIST, P.C. 


CONSULTING ENGINEERS 
1300 “L” STREET. N.W. SUITE 1100 
Washington, D.C. 20005 


(202) 898-0111 
Member AFCCE 


Jules Cohen & Associates, P.C. 
Consulting Electronics Engineers 
Suite 600 
1725 DeSales, N.W. 
Washington, D.C. 20036 
Telephone: (202) 659-3707 
Telecopy: (202) 659-0360 


Member AFCCE 


Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 
9049 Shady Grove Court 
Gaithersburg, MD 20877 
301-921-0115 
Member AFCCE 


C.P. CROSSNO & ASSOCIATES 
CONSULTING ENGINEERS 
P.O. BOX 180312 
DALLAS, TEXAS 75218 
TELECOMMUNICATIONS (FCC, FAA} 
CHARLES PAUL CROSSNO, P.E. 
(214) 321-9140 MEMBER AFCCE 


LAWRENCE L. MORTON 

ASSOCIATES 

1231 MESA OAKS LANE 
TÉLECOMMUILCATIONS ENGmEEAS | MESA OAKS CALIFORNIA 93436 


LAWRENCE L. MORTON, P.E. 
AM * ۲۱۸ ۰ TV 


APPLICATIONS ۰ FIELD ENGINEERING 
MEMBER AFCCE 


(805) 733-4275 / FAX (805) 733-4793 


BROADCAST CONSULTANTS 
Applications € Inspections 


Call Toll-Free 


(800) 969-3900 
1515 N Court House Rd, Arlington, VA 22201 


AFCCE 
Association of 
Federal Communications 
Consulting Engineers 
P.O, Box 19333 
20th Street Station 
Washington. DC 20036 
(703) 534-7880 


PROFESSIONAL/SERVICE DIRECTORY RATES 


52 weeks - $40 per insertion 
26 weeks - $50 per insertion 


There is a one time typesetting charge of $20. Call (202) 659-2340 


CLASSIF 


D 


See last page of Classified Section for rates, closing dates, box numbers and other details. 


General manager. For 1991 small/medium North- 
east market acquisition. Broad and deep knowl- 
edge of sales, programing, promotion required. 
You must be a leader. Reply to "Right Direction,” 
Box 3552, New Haven, CT 06460. EOE. 


Tired of the cold? A street-wise general sales 
manager is needed at top-rated AM/FM operation 
in southwest year-round resort area. A superb 
lifestyle as you live and play on a large, beautiful 
lake and work in an extremely desirable, high- 
energy small city. This is a rare and profitable first- 
of-the-year opportunity in an explosive growth 
area with a perfect sunbelt climate. GM position is 
a definite possibility. Resume: references and 
photo first letter please, to Box Q-55. EOE. 


General manager for Gulf Coast CHR. Must be 
abie to lead sales staff by personal example. Ex- 
perienced manager for full charge situation. Ex- 
cellent compensation. Equity possible. Resume to 
Box Q-53. EOE. 


General manager: North Florida small market 
AM/FM located near Tallahassee. Energetic, prov- 
en sales ability, able to hire, train, motivate. Re- 
sume, references, salary history. Contact Harry 
Hagan, 904—584-2969, weekends or 674-5101 
weekdays, PO Box 821 Perry, FL 32347. EOE. 


General manager: Honolulu, Hawaii FM seeks 
dynamic, sales intensive leader experienced in 
start up operation. Must be able to demonstrate 
strong general and sales management experi- 
ence with profitable operation. Experience in the 
Honolulu market considered most desirable. Equi- 
ty position available for right person. Reply in 
confidence to Box Q-52. EOE. 


Yuma's top rated KYXI-FM seeks aggressive 
take-charge sales manager with strong people 
and motivational skills. Experience in broadcast 
sales management preferred. Resume and salary 
requirements to: General Manager, KYXI-FM, 255 
West 24th St., Yuma, AZ 85364. Qualified minor- 
ities encouraged to apply. Commonwealth Broad- 
casting is an equal opportunity employer. 


WCAL-FM, a 100,000 watt, NPR affiliate, located 
on the St. Olaf College campus in cosmopolitan, 
friendly Northfield (30 miles south of the Twin Cit- 
ies) seeks a development director to administer 
and supervise all development and promotion ac- 
tivities of the station. WCAL has served the Min- 
neapolis/St. Paul area with classical music, news, 
and information since 1922. Responsibilities in- 
clude on-air fundraising: securing corporate and 
foundation support; advertising sales in the listen- 
ers’ guide; planned giving: promotion; depart- 
mental planning; budgeting; supervision. Qualifi- 
cations include BA; 3-5 years fund-raising 
experience (preferably in public broadcasting); 
supervisory experience; strong analytical, com- 
munication, writing skills; participative manage- 
ment style. Salary mid to high 20's. Excellent 
benefits. To apply send letter of application, re- 
sume, and names of three references to Pat Scul- 
ly, Assistant Director of Personnel, St. Olaf Col- 
lege. Northfield, MN 55057 by November 30, 
1990. St. Olaf is an AA/EOE. 
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Sales manager for Class C Texas FM, strong 
coverage of two 100,000 + population Arbitron 
rated markets. Wonderful modern facilities. Good 
compensation package for right person. EOE. Re- 
ply Box R-10. 


HELP WANTED SALES 


Co-Op/vendor director: Aggressive, creative, ex- 
perienced individual needed in Philadelphia. Ca- 
pable of creating quarterly new business plans 
and leading sales staff. Excellent compensation 
package. Real opportunity for advancement. 
Send resume to: Elise Elfman, WXTU. 23 West City 
Avenue, Bala Cynwyd, PA 19004. EOE. 


Account executive - Savannah Ga's Country gi- 
ant-WCHY-is looking to fill a rare opening on its 
sales staff. Aggressive beginners considered. 
Send resume to Bill West, PO Box 1247, 31402 or 
call 912—964-7794. EOE. 


Sportsmans paradise: If you love the outdoors 
and love radio sales, we want to talk to you. WSYY 
radio is looking for the right person to fill out the 
sales department of Central Maine's 50,000 watt 
A/C leader. Send resume and salary needs to 
Mike Decker, VP/FM, Sunny 95FM, PO Box 1240, 
Millinocket, ME 04462. M/F, EOE. 


Urban FM seeks experienced AE to relocate to 
American Paradise. Must be aggressive, self-mo- 
tivated. PO Box 25016, St. Croix, VI 00824. EOE. 


AE needed for top rated Charlotte radio station. 
Excellent opportunity for sales professionals wish- 
ing to make career change or experienced radio 
sales people. Resumes to Box 30247, Charlotte, 
NC 28230. EOE. 


Account executive: Long Island's monster AC 
powerhouse and ratings leader, WALK FM/AM, 
has exceptional opportunity for an established ra- 
dio sales professional. Join strong, progressive 
group at flagship station in nation's 13th MSA. 
Resumes to Tracy Soto, General Sales Manager, 
WALK FM/AM, PO Box 230, Patchogue, NY 
11772. EOE, M/F. 


Radlo account executive: Top-rated Tampa Bay 
area FM station seeks aggressive, highly motivat- 
ed, competitive person with one to two years radio 
sales experience. Send resume to: Box R-11. 


HELP WANTED ANNOUNCERS 


Virginia AM/FM in Shenandoah Valley needs ex- 
perienced morning person immediately. Great 
place to live with good benefits. T&R to J.D. Cave, 
GM. WLCC/WRAA, PO Box 387, Luray, VA 22851. 
EOE. 


HELP WANTED TECHNICAL 


Broadcast engineer: Experienced in maintaining 
studio/production equipment, high power FM 
transmitters, digital audio and multitrack facilities 
with three years minimum hands-on experience 
with an FM radio station. Skills needed to repair to 
component level of CMOS, TTL and microproces- 
sor-based equipmnent. SBE certification, knowl- 
edge of IBM personal computers desirable. Send 
resume to: Business Manager, PO Box 106, Or- 
lando, FL 32802. EOE. Women and minorities en- 
couraged to apply. 


Vall, Colorado K-SKI AM/FM, 2271 North Front- 
age Rd., 303—476-1047. 100,000 watt FM/5,000 
AM mountain station needs engineer with experi- 
ence. Willing to work. Must have experience with 
Continental 27 1/2 KW. transmitters, Harris 5 KW 
AM transmitter, microwave, satellite, computers. 
Need jack-of-all-trades. Must enjoy hiking to re- 
mote transmitter sites. Those not willing to work 
hard need not apply. EOE. 


Afternoon news anchor: Live 7 miles from the 
water, a stone's throw of the greatest city in the 
world and work for Long Island's rating leader 
WALK FM/AM in our award winning news dept. 
We're looking for the best afternoon news anchor- 
creative, bright & sharp for the Island's #1 radio 
station. Excellent writers only need apply. Tapes & 
resumes to Susan Murphy, News Director, WALK 
FMAM, PO Box 230, Patchogue, NY 11772. EOE 
MIF. 


Program director needed for adult rock format. 
Must have experience. Tapes and resumes to Ray 
Martin, WZXL PO Box 180, Wildwood, NJ 08260. 
Equal opportunity employer. 


WBAZ, 101.7 FM Eastern Long Island's adult 
leader seeks operation/production manager, who 
can also host morning program for this Unistar 
Special Blend format. Mature business judgement 
and supervisory skills required. Outstanding envi- 
ronment for family: beach, schools, etc. EOE, M/F. 
Resume & tape to Robert Paquette, WBAZ, Box 
1200, Southold, NY 11971. 


SITUATIONS WANTED MANAGEMENT 


Low salary with earned equity plan. Highly moti- 
vated general manager with top-25 market experi- 
ence would like to know about your station's 
needs. Acquisition and start-up experience. Espe- 
cially knowledgeable in AM News/Talk. If you 
need a good, young GM to grow with your compa- 
ny, call John at 303—628-6977. 


General manager. Well-rounded, strong in sales, 
marketing, promotion and profit making! Seeks 
new challenge. Med Markets. Reply Box Q-56. 


Retiring? Dark? Entrepreneur will assume re- 
sponsibiliies and rebuild for partnership/sale 
(owner financing). You are paid first. 515—472- 
8211. 


General manager/general sales manager. Expe- 
rienced leader who believes in the true meaning 
of the phrase "team concept". Proven track re- 
Cord. ۱ also have a complete team to bring in if 
needed, sales, programing and on-air talent. Box 
R-6. 


Make money $$$ with any radio station. There is 
no such thing as a looser except you if you don't 
call me immediately! I'm looking for troubled AMs 
in good markets for revolutionary new marketing 
formula. Consultant basis. Bill Elliott, 413—447- 
9881. 
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GM ready for next step: 13+ years sales and 
management experience with MBA. Same com- 
pany for 10 years. Coming from consistent 1 
ratings and revenue. Good motivator and adminis- 
trator. 315—768-1940. 


Your next GM will have to be qualified, experi- 
enced, successful (sales and programing). Be 
able to run it lean and mean. Be a natural leader 
with superb people skills. Will consider Southwest 
and sweat equity positions. Reply in confidence to 
Box R-12. 


SITUATIONS WANTED TECHNICAL 


Chief engineer, currently employed, experi- 
enced. Seeking position in the Northeast. SBE 
Certification, FCC General, degree. Reply Box R- 
3. 


Chief engineer/director of engineering, experi- 
enced all phases, computer literate, master car- 
penter, pilot, seeks new opportunity in SE. Box 
55134, Metairie, LA 70005 or call 504—830-5739. 


One of the premier talk hosts seeks new chal- 
lenge. Currently in top 10 market. Can do heavy or 
light talk and combo music-talk with great FM AM 
drive potential. | love the West but will consider all 
areas! For airchecks write in confidence to Box Q- 
40. 


Make money in voiceovers. Cassette course of- 
fers marketing and technique for success in com- 
mercials and industrials. Money-back guarantee. 
Call for info: Susan Berkley, 1-800—333-8108. 


How to hire and train radio salespeople! In- 
crease sales and staff retention with programed 
in-house sales training. Complete guide includes 
training schedule and lesson plans. $14.95 plus 
$2.50 postage. MasterCard, VISA. Money back 
guarantee. 1-800—336-7329, ACRM, 710 Aren- 
dell St., Morehead City, NC 28557-1801. 


اج 
TELEVISION‏ 


Regionai manager needed: Highly motivated, 
sales person for TV affiliate. All replys to PO Box 
2787, Florence, AL 35630. EOE. 


Production manager needed by $2M Chicago- 
area shop. You need to be great with clients and 
staff, be able to juggle conflicts, select and devel- 
op staff, have an eye for quality, and be able to 
relate to the bottom line. Please send a letter of 
introduction, resume and your salary require- 
ments to: Box R-9. EOE. 


General sales manager: Medium size affiliate is 
seeking a dynamic GSM. Only applicants experi- 
enced in local, national and regional sales with a 
track record in training, motivating and local retail 
development considered. Position now open, 
please send resume/salary requirements to: Box 
R-1. EOE. 


Promotions director: Medium size Southern affil- 
iate is seeking an aggressive hands-on promo- 
tions director. 2 to 3 years experience with results 
record a must. Our employes are aware of this ad. 
Send resumes to: Box R-2. EOE. 
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Local sales manager needed to continue record 
growth at WDSI-TV, Chattanooga's Fox affiliate. 
Station upgraded to new 5 million watt transmitter 
in mid 1990. Candidates should have proven 
track record with emphasis on value-added ap- 
proach to retail sales. Send or fax resume with 
salary requirements to Ray Hansen, GSM. Fax: 
615—697-0650, 2401 E. Main St., Chattanooga, 
TN 37404. EOE. 


Director of underwriting: Individual to manage 
and be actively involved in aggressive sales effort 
to generate corporate support for top 50 market 
public television and radio through program un- 
derwriting and other activities. Supervise account 
executives. Must have successful corporate mar- 
keting or sales experience (media sales experi- 
ence useful) and demonstrated management abil- 
ity. Strong written and oral communication skills 
required. Salary plus commission. Send resume 
to: Personnel, WITF, Inc., PO Box 2954, Harris- 
burg, PA 17501. EOE, ۰ 


KTXA-TV Dallas has an opening for a NSM. 
Three year sales experience required. Strong mo- 
tivation skills a must. Send resumes to Mike Dun- 
lop. GSM, 1712 Randol Mill Rd., Arlington, TX 
76011. EOE. 


General sales manager: KBJR-TV, a growing 
NBC affiliate in Duluth, Minnesota seeks experi- 
enced strategist to direct market's top LSM, NSM 
and 6-member sales force. Good people/teaching 
skills, experience with a variety of available sys- 
tems, and multi-station sales management experi- 
ence required. Preference given to applicants 
with demonstrated revenue success in develop- 
ment, research and marketing. Stable, progres- 
sive, and growing group-ownership with equity 
participation, excellent fringe benefits, and great 
advancement potential. Send resume, references, 
and salary history to F. Robert Kalthoff, KBUR-TV, 
230 E. Superior St., Duluth, MN 55802. EOE. A 
Granite Broadcasting Corporation station. 


Local sales manager: WCAU-TV, the CBS owned 
and operated television station in the fourth big- 
gest market, seeks a highly motivated, experi- 
enced and marketing-oriented local sales manag- 
er. Experience with Scarborough, Leigh Stowell, 
or Marshall Marketing is preferred. Previous local 
TV station sales management experience is re- 
quired. No phone calls, please. Send resume and 
related material to Jeff Cash, Director of Sales, 
WCAU-TV, City Ave. & Monument Rd., Philadel- 
phia, PA 19131. Equal opportunity employer. 


National sales manager: WHNS-TV21, a strong 
Fox affiliate, serving the 35th market, Greenville- 
Spartanburg-Asheville, in the beautiful western 
Carolinas, has an opening for a national sales 
manager. Opportunity for growth with newly 
formed Cannell Communications broadcast 
group. Excellent compensation and benefits 
package. Strong background in national and in- 
dependent sales is preferred. Send resumes to 
WHNS-TV21. Attn: Tony Thompson, Gen Sales 
Mgr, 21 Interstate Court, Greenville, SC 29615. 
EOE, M/F/H. 


Director of marketing NBR Enterprises. Chal- 
lenging opportunity in our New York office to as- 
sume marketing responsibility for our prestigious 
nationally distributed business news program, 
"The Nightly Business Report," as well as various 
other related and spinoff projects. Cultivates and 
maintains liaison with potential growth. Strong 
marketing, business and educational background 
as well as experience in program funding or TV 
sales. Send resume and salary requirements to: 
Vice President for Administrative Services, 
WPBT/TV2, PO Box 2, Miami, FL 33261-0002. An 
equal opportunity employer, M/F/H/V. 


Account executive: An energetic, organized 
sales professional with a minimum of two years 
sales experience needed to handle quality ac- 
count list for local TV station. Broadcast experi- 
ence preferred. Send resume and salary history 
to: WSYX-TV, PO Box 718, Columbus, OH 43216, 
attn: Job #10269001B. Company is especially 
interested in seeking alle minority and wom- 
en applicants. EOE, 


Sales account executive: WKRN-TV, the ABC 
affiliate in Nashville, has an immediate opening. 
Must have previous television sales experience 
and a strong desire for new business develop- 
ment. If you have a desire to work in a top 50 
market with supportive management, please con- 
tact by resume only: Mickey Martin, Local Sales 
Manager, WKRN-TV, 441 Murfreesboro Rd., 
Nashville, TN 37210. EOE. 


HELP WANTED TECHNICAL 


Tetevision/chief engineer for Christian station. 
Hands on exp. with UHF transmitters, studio main- 
tenance and ability to train and supervise small 
engineering staff. SBE certification a plus. Send 
resume to: Jacksonville Educators Broadcasting, 
Personnel Department, 14131 Chambers St., Tus- 
tin, CA 92680. EOE. 


Chief engineer: 10 years broadcast television ex- 
perience plus proven management skills. VHF, 
microwave, ENG, SNG, Beta and digital experi- 
ence required. Responsibilities include supervis- 
ing and training in all technical areas. Send re- 
sume to Jack West, General Manager, WSPA-TV, 
PO Box 17۱7, Spartanburg, SC 29304. An equal 
opportunity/affirmative action employer. 


Chief engineer wanted by VHF affiliate in South 
Carolina. Opportunity to work with good people 
and latest equipment: ACR-225, all Beta-SP news 
operation, new ENG and SNG vehicles. Send let- 
ter with resume to: Bone & Associates, 6 Black- 
ERES Valley Place, Suite 109, Lincoln, RI 02865. 
EOE. 


TV/sateilite engineer: Responsible for field oper- 
ation/maintenance of Hubcom SNG-220 Ku truck 
and coordination/operation of C-Band and Ku- 
Band satellite transmission equipment in state-of- 
the-art Telecommunications Center. Minimum 
qualifications: 2 year degree in electronics and 2 
years experience as RF engineer in the operation/ 
maintenance of broadcast quality C and Ku-Band 
satellite equipment. Equivalent combinations of 
education and experience for the stated qualifica- 
tions. To receive full consideration a letter of appli- 
cation and a resume must be received no later 
than November 9, 1990. Send resume to: TV Sat- 
ellite Engineer Search, Educational Television Ser- 
vices, Telecommunications Center, Stillwater, OK 
74078-0585. OSU is an affirmative action/equal 
opportunity employer. 


Post production supervisor: National Geo- 
graphic Society, Television Division seeks proven, 
Creative manager with strong technical skills. Must 
have minimum five years experience supervising 
all technical phases of film and video post pro- 
duction, including in-depth knowledge of 16mm 
film laboratory procedures. Requires strong back- 
ground in supervision of audio mixing for film, film 
Opticals, film-to-tape transfer with color correction 
and video on-line editing. Only resumes sent to 
Box R-5 will be accepted. EOE. 


Maintenance engineers: Great opportunity for 
maintenance engineer to obtain start-up experi- 
ence with an Independent UHF station on the 
West Coast of Florida. Ability to repair all types of 
broadcast equipment. Transmitter experience a 
plus. Send resume to: Jack Dillon, Chief Engineer, 
DeSoto Broadcasting, 1549 Ringling Blvd., #411, 
Sarasota, FL 34236. EOE. 
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Weekend meteorologist: We're looking for a first 
rate forecaster who would like to be a member of 
this market's highest rated and most aggressive 
weather team. We have all the toys, including 
Doppler. The successful candidate must have a 
strong weather background with proven story-tell- 
ing skills. Send resume, references, and non-re- 
turnable tape to Steve Minium, News Director, 
موش ی‎ PO Box 6, Birmingham, AL 35201. 
EOE. 


Knowledgeable weather person, style and per- 
sonality are a must. Computer systems back- 
ground helpful. Lively and energetic person who 
loves live TV. Top 100 Southeast affiliate. EOF. 
Reply to Box Q-51. 


Weathercaster for Alaska’s #1 news team. No 
AMS seal required. Experience and ability to com- 
municate a must. Monday through Friday, 6 and 
10 pm position. Good salary. Resume and non- 
returnable tape to John Tracy, News Director, 
KTUU-TV, 630 West 4th Ave., Anchorage, AK 
99501. EOE. 


KOLO-TV, ABC affiliate and the #1 station in 
Reno, is looking for a director who knows news, 
and cares about how a newscast looks. This team 
leader will have input. The position involves super- 
vising a production crew and directing three half- 
hour nightly newscasts. Minimum qualifications 
must include four years experience directing and 
Switching live newscasts, supervisory experience 
and a strong technical background. Salary is 
$26,000 per year. Fax your resume to: Production 
Manager, KOLO-TV at 702—786-8986. KOLO-TV 
is an equal opportunity employer. 


Writer: Houston Public Television. Communica- 
tion specialist responsible for writing copy for 
press kits, press releases, radio spots, flyers and 
brochures, speeches, advertising print ads, view- 
er correspondence, and articles for trade publica- 
tions. Qualifications: Must be computer compe- 
tent (Microsoft Windows). Must possess excellent 
and creative writing and editing skills. Must be a 
self-starter and deadline conscious. BA in Jour- 
nalism or five years experience required. Televi- 
sion experience preferred. Salary: $21,000. Send 
resume, cover letter and creative samples to: Lau- 
ra Gonzales, KUHT/TV, 4513 Cullen Blvd., Hous- 
ton, TX 77004. Application deadline: November 
20. No telephone calls. KUHT/TV is an equal op- 
portunity employer. 


News director: WBSV-TV, is seeking an experi- 
enced news director to join the staff in the start-up 
of this Independent UHF station on the West 
Coast of Florida. The news director will be respon- 
Sible not only for minimally two live newscasts of 
one hour duration a day, but also full operation of 
department. EOE. Please send resume to; Steven 
L. Gross, Chief Executive Officer, DeSoto Broad- 
casting, 1549 Ringling Bivd., #411, Sarasota, FL 
34236. 


Dominant market leader seeks experienced 
sports director. Will supervise five person depart- 
ment, anchor Monday-Friday. Must be enthusias- 
tic, organized, goal oriented person. Station has 
major commitment to sports with three universities 
in coverage area. Tape/resume/references to: Ja- 
mie Patrick, News Director, KNOE-TV, PO Box 
4067, Monroe, LA 71211. Equal opportunity em- 
ployer. 


Reporter: We need to replace an award winning 
reporter with someone just as good. The right 
candidate has strong production skills, a tireless 
approach to reporting and can tell understand- 
able stories. Prefer 3 years on-air experience. 
Send resume and non-returnable tape to: WSYX- 
TV, PO Box 718, Columbus, OH 43216, attn: Job 
#102490018. Company is especially interested in 
seeking qualified minority and women applicants. 
EOE, ۰ 
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Producer wanted for nation's most exciting news 
market...but can you make a newscast sparkle on 
a slow day? Solid judgement, great writing skills, 
minimum 3 years exp. needed to work in a terrific 
shop. Send resume and non-returnable tape to 
Wendie Feinberg, Managing Editor, WPLG-TV, 
3900 Biscayne Bivd.. Miami, FL 33137. EOE. 


Managing editor (ass't news director). Dominant 
affiliate, top 20 market. Must have management 
and metered market experience plus superb writ- 
ing and editorial judgement. Salary per experi- 
ence. Major market executive producer and/or 
network applicants encouraged to apply. Send 
resume only. Box R-14. EOE. 


News director. Midwestern affiliate seeks aggres- 
sive and promotion-minded individual for leader- 
ship of its news operation. Emphasis on profes- 
sionalism, management skills and creativity. Non- 
smoking environment. Send resume/salary history 
by December 1, 1990 to Personnel Director, 
WHOI-TV, 500 N. Stewart St, Creve Coeur, IL 
61611. EOE. 


HELP WANTED PROGRAMING 
PRODUCTION & OTHERS 


Assistant director creative services: WABC-TV 
seeks hands-on individual with strong manage- 
ment skills to shine in the #1 market. Min. 3 years 
exp in all phases of broadcast promotion. Must be 
a great idea person and able to work under pres- 
sure & tight deadlines. Send reel and resume only 
to: Brigitte McCray, WABC-TV, 7 Lincoln Sq., New 
York, NY 10023. No phone calls, please. We are 
an equal opportunity employer. 


Producer, morning show. Coordinate daily de- 
tails of program. Responsible for office matters, 
scheduling guests, coordination with engineering 
and studio needs. Will be control room producer 
responsible for daily timing, formatting and read- 
justment of show elements during broadcast. 
Maintain financial records and monitor vehicle 
use, expense; satellite and line charges. Send 
resume to: Becky Strother, WVTM-TV13, PO Box 
10502, Birmingham, AL 35202. An equal opportu- 
nity employer. 


Television director: Must be able to direct week- 
end newscast and all studio production. Ability to 
edit all tape formats needed. High school re- 
quired; some college preferred. Three years di- 
recting news; commercial production. Good ver- 
bal communications; must work well under 
pressure. Send resume to: Becky Strother, WVTM- 
TV13, PO Box 10502, Birmingham, AL 35202. An 
equal Opportunity employer. 


Producet/director: Top 30 network affiliate locat- 
ed in great Southern growth market looking for 
individual who loves news and live programs. Pre- 
vious experience directing news is essential. EOE. 
Send resume and salary requirements to Box Q- 
44. 


Publicist: Houston Public Television. Responsible 
for promotion of local and national programing. 
Creates and organizes promotion campaigns and 
PR events. Creates and distributes collateral ma- 
terials; handles extensive press and community 
reiations duties. Qualifications: Must have strong 
writing and oral communication skills. Must be 
computer competent (Microsoft Windows), well 
organized, deadline conscious, creative. BA in 
Advertising, Public Relations or Journalism, or five 
years related experience required. Television ex- 
perience preferred. Salary: $20,000. Send re- 
Sume, cover letter and creative samples to: Laura 
Gonzales, KUHT/TV, 4513 Cullen Bivd., Houston, 
TX 77004. Application deadline: November 20. No 
telephone calls. KUHT/TV is an equal opportunity 
employer. 


On-line editor: Midwest production/post produc- 
tion facility looking for an evening on-line editor. 
Candidate must have good client skills and super- 
vised and unsupervised sessions. Experience 
with CMX 3600 edit system, Grass Valley switch- 
er, K-scope, Beta SP and Vidifont character gen- 
erator. Graphic paint system knowledge helpful. 
Please send resume and salary requirements to: 
Box R-8. EOE. 


Graphic designer: WMAR-TV, a top 25 market 
NBC affiliate in Baltimore, is looking for a creative, 
ambitious, and team-oriented artist. Responsibil- 
ities include computer graphics as well as print 
design. AVA-3 paintbox and desktop publishing 
experience preferred. Send your tape and resume 
to Dave Horner, Art Director, WMAR-TV, 6400 
York Rd., Baltimore, MD 21212. EOE. 


Videographer/editor needed for top 15 ABC affili- 
ate. Ability to shoot and edit high production value 
segments format necessary. Must have demon- 
strated commitment to visually creative and quali- 
ty production techniques. College degree and 
three years videographer and editor experience in 
a magazine format required. Qualified applicants 
send tape and resume to the Human Resources 
Dept., KOMO-TV, 100 Fourth Ave. North, Seattle, 
WA 98109. EOE. 


Producer/director: WNED-TV is seeking an expe- 
rienced producer/director who is capable of pro- 
ducing high quality national and local television 
programs. The successful candidate will have 4 
years experience as a producer/director, a col- 
lege degree, national credits, and effective writing 
skills. Competitive salary and excellent benefits. 
Send resume and salary history to: Western New 
York Public Broadcasting Association, Executive 
Producer, Dept. B, 184 Barton St., Buffalo, NY 
14213. WNED-TV is an equal opportunity employ- 
er. 


#1 WABC-TV, New York, needs top art director: 
Tough, rewarding opportunity for hands-on leader 
with vision, fortitude and know-how. Ability to di- 
rect excellent staff for news & programing graph- 
ics. Previous TV art management experience a 
must. Experience on electronic paint and storage 
systems required. Resume and tape to Brigitte 
McCray, WABC-TV, 7 Lincoln Sq., New York, NY 
10023. No phone calls. please. We are an equal 
opportunity employer. 


General manager-plus past 24 years! Outstand- 
ing record of achievements in general/group man- 
agement, sales, programing, news, promotion; 
quick turnarounds! Producer of spectacular pro- 
fits/prestige! Compensation based on perfor- 
mance! Also available to boards as outside direc- 
tor! Box R-4. 


SITUATIONS WANTED TECHNICAL 


25 years broadcast engineering. 14 years as 
hands-on television chief engineer & director of 
engineering. Start-up and upgrade construction 
both studios and transmitters. All types of news 
ENG equipment and live microwave. Please con- 
tact Bill, PO Box 2992, Joplin, MO 64804. 


Skilled operations engineer. 14 years experi- 
ence in all phases of master control and video 
tape operations with network affiliates and major 
national cable network. Seeking career position. 
Excellent references. Call 612—432-6430. 


Entry level position desired. Camerà operator, 
Switcher, and audio engineering. Reply 5718 
Ridge Rd. Williamsburg, MI 49690. 616—938- 
1593. 


Broadcasting Nov 5 1990 


SITUATIONS WANTED NEWS 


Excelient experienced sportscaster looking lor 
a fine station in which to work, also knowledge- 
able newsperson. 216—929-0131. 


SITUATIONS WANTED PROGRAMING 
PRODUCTION & OTHERS 


Cutting-edge TV commentary with practical, lib- 
eral socio-political ideas and ways to stimulate 
viewer to action in development. Seeking buyer or 
agent. Demo tape. Yvonne Walker, 415—641- 
8200. 


Meteorologists... Competition is hotter than ever! 
Are you prepared? Have your tape critiqued by 
AMS/NWA Certified major market meteorologist. 
Resume & tape (2) shows. 3/4” or VHS (preferred). 
$25.00. Broadcast Weather Services, Inc. Attn: 
Weather, PO Box 1118, Miami, FL 33138. EOE. 


Save creative time—Use Cascom's highly-ani- 
mated, pre-produced  backgrounds/opens/clo- 
ses/transitions. Phone 615—329-4112 for demo 
and details. 


ALLIED FIELDS 


HELP WANTED INSTRUCTION 


Chairperson. Department of Communications, 
The University of Tennessee at Martin, beginning 
Fall 1991. Responsible for leadership of an aca- 
demic unit consisting of seven faculty members, 
220 majors and communications programs in 
broadcasting, journalism and public relations. Ap- 
plicant must have an earned doctorate in a com- 
munications field at the time of appointment, dem- 
onstrated excellence in teaching and research 
and ability to provide leadership in enhancing 
teaching. Rank and salary dependent on qualifi- 
cations. Candidates should send a current curric- 
ulum vita and the names, position titles, address- 
es, and phone numbers of three references to 
Chair Search Committee, Department of Commu- 
nications, 305 Gooch Hall, UT Martin, Martin. TN 
38238. Review of applications will begin on De- 
cember 31, 1990, but the position will remain 
open until filled. UT Martin is an equal opportuni- 
ty/affirmative action employer. Women and minor- 
ities are encouraged to apply. 


University of Illinois, Urbana: Associate profes- 
sor in Broadcast, tenured. Ten years broadcast 
news; record that would merit tenure; teaching 
experience; bachelor's degree preferred: Mas- 
ter's degree. Academic year, full-time position, 
beginning Aug. 21, 1991. Salary: $50,000 range. 
Assistant professor, tenure-track or visiting lectur- 
er with expectation of entering tenure-track. Sig- 
nificant broadcast news experience; teaching ex- 
perience; Masters degree for the former, with 
Ph.D. preferred, and bachelor's with interest in 
obtaining Master's for latter position. Former will 
be for academic year, full-time; latter for a single 
academic year; either full-time, beginning Aug. 
21, 1991. Salary for either in $30,000 range. To 
ensure full consideration, complete qualifications, 
names and phone numbers of three references 
Should be received by Dec. 1 by Josephine 
Thomas, Chair Search Committee, Department of 
Journalism, 119 Gregory Hall, 810 Wright St., Ur- 
bana, IL 61801. Ul is an AA/EO employer. 
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Assistant professor. The Department of Commu- 
nications seeks an experienced television theory 
and production faculty member for full-time tenure 
track position beginning August, 1991. Doctorate 


desired/Masters degree required. Successful 
candidate will have professional media experi- 
ence. For complete application, candidate must 
present: 1.) Vita; 2.) Video tape of a television 
Show directed or produced by applicant; 3.) 
Three original letters of recommendation sent di- 
rectly to the committee. Salary dependent on 
qualifications. Review of applicants will begin on 
November 30, 1990, but the position will remain 
open until filled. Submit application to: Faculty 
Search Committee, Department of Communica- 
lions, 305 Gooch Hall, UT Martin, Martin, TN 
38238. UT Martin is an equal opportunity/affirma- 
live action employer. Women and minorities are 
encouraged to apply. 


Graduate assistantships available beginning 
both Spring 1991. and Fall 1991 semesters for 
qualified students studying in our MA program 
designed to develop advanced skills and knowl- 
edge for professional communication fields and/or 
prepare students for doctoral study. Assistantship 
assignments may involve teaching, production, or 
research assistance in broadcasting. journalism, 
photography, or speech communication. Write to: 
Dr. Joe Oliver, Graduate Program Advisor, De- 
partment of Communication, Stephen F. Austin 
State University, Nacogdoches, TX 75962. FOE. 


Doctoral assistantships. The University of Ten- 
nessee seeks outstanding academics/profes- 
sional broadcasters for doctoral study. 
Coursework emphasizes communications theory/ 
research core with broadcasting concentration, 
leading to research and faculty positions. Two 
year coursework program. Persons with signifi- 
cant media experience plus Bachelor's degree 
may be admitted directly into Ph.D. program. Tea- 
ching/research assistantships available. Applica- 
tions for Fall 1991 due March 1. GRE required. 
Also, one-year M.S. program in media manage- 
ment for qualified applicants. Contact Dr. Herbert 
Howard, Communications, University of Tennes- 
see, Knoxville, TN 37996-0347. EOE. 


Radio-television: Tenure-track assistant profes- 
sor to teach and conduct research in at least two 
of the following electronic media subject areas: 
Comparative and/or international systems, re- 
search methods and effects, changing technol- 
ogies, programing and economics. A Ph.D in 
Communication or a closely related field is re- 
quired. Preference will be given to candidates 
with established records of research and publica- 
tion in addition to evidence of effective teaching. 
Normal teaching load is six courses per year; 
Summer teaching is usually available. Send letter 
of application, resume, and names of three refer- 
ences to Dr. Christopher Sterling, Acting Chair, 
Department of Communication, George Washing- 
ton University, Washington. DC 20052. Applica- 
lions should be received by January 1, 1991 for 
full consideration; applications will be reviewed 
until position is filled. The George Washington 
University is an equal opportunity, affirmative ac- 
tion employer. 


California State University, Hayward: Depart- 
men! chair position, San Francisco Bay area, full- 
time, tenure-track, beginning Fall 1991. Rank, sal- 
ary open, competitive. This is a combined 
teaching and administrative position. All teaching 
areas will be considered. Earned doctorate in 
Mass Communication or related area required. 
University teaching experience required. Profes- 
Sional media experience, administrative experi- 
ence desirable. Applications should be received 
by 086.1, 1990. Send letter of application, re- 
Sume, and names and phone numbers of 3 refer- 
ences to: Mary E. Trapp, Chair, Dept. of Mass 
Communication, California State University, Hay- 
ward, Hayward, CA 94542. Call 415—881-3292 
for information. Position 3491-92 MCOM-TT-1. Mi- 
norities and women are especially encouraged to 
apply. AA/EOE. 


Marquette University: Financial Aid available in 
Broadcast & Electronic Communication MA Pro- 
gram: Research & teaching assistantships/scho- 
larships available. TAs needed in audio/video/TV 
production courses. Stipend: $7,400 & free tuition. 
Write: Prof. Zoe Smith, College of Communication, 
Marquette University, Milwaukee, ۷۷۱ 53233. Feb- 
ruary 15th financial aid deadline. 


PGA Tour Productions in Jacksonville, FL is 
seeking an on-line editor. Three years experience. 
Familiarity with: Grass Valley 300, 200, 141, 151; 
Abekas A-53D; NEC System 10 and Calloway 3-4. 
Golf knowledge helpful. Send resumes & tapes to: 
PGA Tour Productions, Attn: Beth Larson, 8160 
Baymeadows Way West, Suite 300, Jacksonville, 
FL 32257. EOE. 


EMPLOYMENT SERVICES 


Intelligence jobs. FED, CIA, US Customs, DEA, 
etc. Now hiring. Listings. 1-805—687-6000 Ext. K- 
7833. EOE. 


Government jobs $16,412 - $59,932/yr. Now hir- 
ing. Your area. Call (1) 805—687-6000 Ext. R- 
7833 for listings. 


Looking for a position in radio or television? 
Need personne! for your station? Contact Bill El- 
liott, Consultant, Head Hunter, 413—442-1283. 


On-camera coaching: For TV reporters. Sharpen 
anchoring, standups, interviewing, writing. Tele- 
prompter. Learn from former ABC Network News 
CorrespondenUNew York local reporter. Demo 
tapes. Critiquing. Private lessons. 914—937- 
1719. Eckhert Special Productions (ESP). 


Wanted: 250, 500, 1,000 and 5,000 watt AM-FM 
transmitters. Guarantee Radio Supply Corp., 1314 
Iturbide Street, Laredo, TX 78040. Manuel Flores 
512—723-3331. x 


Used 1" VHS videotape. Looking for large quanti- 
ties. No minis or Beta. Will pay shipping. Call 
Carpel Video, 301—694-3500. 


Top dollar for your used AM or FM transmitter. 
Call now. Transcom Corp., 800-441-8454. 


Strobe parts: We buy re-buildable flash technol- 
ogy and EG&G circuit boards and system compo- 
nents. Discount Technical Supply, 305-962-0718. 


FOR SALE EQUIPMENT 


50Kw AM: CCA-AM 50,000 (1976), excellent con- 
dition. Transcom Corp., 215—884-0888. Fax: 
215—884-0738. 


AM and FM transmitter, used excellent condi- 
tion. Guaranteed. Financing available. Transcom. 
215—884-0888. FAX 215—884-0738. 


1Kw AM transmitters: Cont 314R1 (1986), Harris 
BC1H1 (1974), Transcom Corp., 800-441-8454, 
215-884-0888, FAX 215-884-0738. 


1000' tower. Standing in Albion, Nebraska. Heavy 
Kline tower includes 6-1/8" coax. Purchase in 
place with land and building, or move anywhere. 
Call Bill Kitchen, 303-786-8111. 
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FM transmitters: Wilkenson 25,000E (1983), Har- 
ris/Gates FM20H3 (1972), RCA BTF 20E1 (1973), 
CCA 20,000DS (1972), Harris FM10K (1980), Wil- 
kenson 10,000E (1983), Harris FM5H3 (1975), 
CCA 2500R (1978), 800—441-8454, 215—884- 
0888, Fax 215—884-0738. 


AM transmitters: RCA BTA 10U (1972), Harris 
MWSA (1979), CCA 5000D (1974), McMartin 
BASK (1980), Cont. 315B (1966), Gates BC5P2 
(1967), McMartin BA2.5K (1981), 800—441-8454, 
215— 884-0888, Fax 215—884-0738. 


Transmitters, radio & television: TTC manufac- 
tures state-of-the-art low power and full power 
television; and FM transmitters 10 watts to ۷, 
solid state from 10 watt to 8Kw. Call 303-665- 
8000. 


FM antennas. CP antennas, excellent price, quick 
delivery from recognized leader in antenna de- 
sign. Jampro Antennas, Inc. 916—383-1177. 


Betacam tape riot! 5 minutes - $1.00, 10 minutes 
- $2.00, SP 5 minutes - $2.00, SP 10 minutes - 
$3.00 Sony, Ampex, Fuji, 3M - Call Carpel Video 
800—238-4300. 


TV antennas. Custom design 60KW peak input 
power. Quick delivery. Excellent coverage. Rec- 
ognized in design and manufacturing. Horizontal, 
elliptical and circular polarized. Jampro Antennas, 
Inc. 916—383-1177. 


Television/video equipment. Studio, transmit- 
ters, microwave. Buyouts, liquidations, brokering. 
Since 1967. Maze Broadcast 205—956-2227 Fax 
956-5027. 


Blank videotape: Betacam, 3/4" & 1". Broadcast 
Quality guaranteed and evaluated. Betacam 
$4.99. 3/4" - 20 minutes $5.99, 3/4" - 60 minutes - 
$8.99. 1" - 60 minutes $24.99 in quantity. Magneti- 
cally examined, cleaned and packaged. Guaran- 
teed to perform as new. Sony, 3M, Fuji, or Ampex. 
Free shipping. For more info. call Carpel Video toll 
free, 1-800—238-4300. 


Broadcast equipment (used): AM/FM transmit- 
ters. RPU's, STL's antennas, consoles, process- 
ing, turntables, automation, tape equipment, mon- 
itors, etc. Continental Communications, 3227 
Magnolia, St. Louis, MO 63118. 314-664-4497. 
FAX 314-664-9427. 


Save on videotape stock. We have 3/4" & 1" 
evaluated broadcast quality videotape. Available 
in all time lengths. Call for best prices. IVC, 800- 
726-0241. 


Equipment financing: New or used. 36-60 
months, no down payment, no financials required 
under $35,000. Refinance existing equipment. 
Mark Wilson, Exchange National Funding. 800- 
342-2093 

Strobe parts: We sell and install flash technology 
and EG&G parts at DISCOUNT. Parts in stock. 
Call Tower Network Service, 305-989-8703. 


Lease purchase option. Need equipment for 
your radio, television or cable operation? NO 
down payment. NO financials up to $70,000. Car- 
penter & Associates, Inc. Voice: 504-764-6610. 
Fax: 504-764-7170. 


Equipment for sale: (4) unused BE 500 R/P mono 
cart machines, $595 ea; (3) unused BE Ten Spot 
mono cart machines, $1695 ea; (2) insulated 
guyed aluminum towers, unused, 129' each, 28" 
face, $6000. ea; Rohn 16NH - 11N (1207) disas- 
sembled, 3 years old $17,500; 200' unused Heliax 
1 5/8" air, $1400. Call Larry, 412—349-5706. 


Need help selling your equipment? Want great 
buys? Call Media Concepts, Inc., your source for 
quality used equipment. 918—252-3600. 


Sony SP Betacam Package BVP 5 Chip Camera 
with BVV5 SP Recorder. Contact Ron Fries 703— 
525-7000. 


BTS Routing Switcher Component or RGB 30 x 
30 with 3 level audio. 6 x-y control heads. Expand- 
able, currently in use. Contact Ron Fries 703— 
525-7000. Current model, priced to sell!! 


Paint and 3-D animation system: Artstar 3-D 
plus, refurbished hardware, current software, 90 
day warranty. Training and software contract 
available. Call Tom at 716—546-5417. 


B3 - AM-FM Transmitters (in stock). All powers. 
All manufacturers. All complete. All inst. books. All 
spares. Besco Internacional, 5946 Club Oaks Dr., 
Dallas, TX 75248. 214—630-3600, Fax# 214— 
226-9416. World leader in AM-FM transmitters. 


Ikegami HL-79EAL, Personally owned, excellent 
condition, low hours, includes JLab, pistol grip, 
cable and cases. A steal, $12,500! Call Brian 
617—661-3041. 


Heliax 3" HJ8-50B 350 new, half price $4,750.00; 
1/2" LDF4-50A 800' new $900.00; 74AW connec- 
tors new $50.00. MBS Electronics 305—477-6192; 
Fax 305—470-2488. 


Schafer 903E stereo automation system includ- 
ing: 4 Ampex model AG440 tape playbacks, 3 
IGM 42 Gocarts, 6 cabinets, Extel printer, full 
memory and 901 control unit with keyboard, com- 
plete manuals, excellent stock of spare parts. 
Good condition. KJOY Stockton 209—948-5569. 
Ask for Scott Thomas. 


TELEVISION. 


Help Wanted Programing 
Promotion & Others 


SATELLITE 
TRAFFIC COORDINATORS 


, The Washington International Teleport 
is seeking experienced traffic coordinators 
to fill immediate positions. 

2-4 years' experience preferred 
arranging and scheduling satellite services 
for domestic and international clients. 
Opportunity for growth. 
(Competitive salary and benetits. 
Send resumes to: 


Washington Intemational Teleport 
1133 21st Street, N.W., Suite 300 
Washington, DC 20036 


EOEM-F 


Help Wanted Programing 
Promotion & Others Continued 


If Tribune doesn’t 
have any promotion 
producer jobs 


available right now, 
why run this ad? 


Promotion is a big growth area for 
Tribune Broadcasting. In the past year, 
eleven of TV’s top promotion people 
have joined our stations in New York, 
Los Angeles, Chicago, Adanta, Denver 
and New Orleans. 


In finding them, we've learned that it 
pays to be prepared, and know whos 
qualified and interested when the 
time comes! 


So if you have at least two years' expe- 
rience writing and producing on-air 
promotion, wed like to invite you to 
send your resume and tape for review. 
But please don’t call. Well be in touch 
when the next opportunity opens up. 


And the way things have been growing 
at Tribune, that could be soon. 


Send tape & resume to: Jim Ellis 


d BROADCASTING 
435 N. Michigan Ave. ۵ 


Suite 1900 
Chicago, IL 60611 


Tribune is an equal opportunity employer. 


11:00 pm News Producer 


NewsCenter 5 seeks an experienced, creative and journalistically well-grounded producer 
for the 11:00 pm News, This individual must be able to communicate effectively with 
anchors, reporters, writers and community leaders. He or she must possess a singular 
attention to detail and an ability to execute this newscast with consistency and intelligence 
on a nightly basis. This person will work closely with the Executive Producer of the 11:00 pm 
News, will format the newscast on computer and supervise reporters and writers through- 
out the night. He or she will supervise the on-air production of the news in the control room 
each night and will bear primary responsibility for the on-line preparation of the newscasts. 


The position requires a Bachelor's degree with three to five years’ experience. Interested 
applicants should send their resume to Carol Nicholson Bolling, Human Resources 
Manager, WCVB-TV, 5 TV Place, Needham, MA 02192. No phone calls, please. 


An Equal Opportunity Employer, M/F 
Minorities are encouraged to apply. 


WCVBOTV, 


Help Wanted Programing 
Promotion & Others Continued 


We're building the best producer 
shop in America, and we need two 
more solid, experienced News Pro- 
ducers... one to produce our week- 
end late news, the other to launch a 
new midday news broadcast. 


If you're creative... write good, con- 
versational copy.. thrive on the 
pressure of daily news... and work 
well with other professionals, send a 
non-returnable resume tape (VHS 
or 3/4, please) and two copies of 
your resume to: 


Bob Jordan, News Director 
c/o Human Resources 
KING 5 Television 
333 Dexter Avenue North 
Seattle, WA 98109 
NO PHONE CALLS, PLEASE! 
An Equal Opportunity Employer 
M/F/HC 


2۹5 


THE HOME TEAM 


CREATIVE SERVICES 
DIRECTOR 


We're looking for a strategic 
thinker with hands-on creative 
abilities. À decision maker and 2 
leader, who is also a teacher. 

À person who possesses the 
imagination to develop 

innovative advertising and 

the drive to get it done right. 
We're looking for someone who 
wants to put their mark on a 
station, a market and the industry. 
The resources and opportunity are 
here. All we need is you. 


Send resume and reel to: 


Dick Goggin 

Product Manager 
KYW-TV 3 

5th & Market Streets 
Philadelphia, PA 19106 


EOE 


M/F 
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Help Wanted Technical 


SATELLITE EARTH STATION 
MICROWAVE TECHNICIANS 
& OPERATORS 


The Washington International Teleport 
has immediate openings available 
for communications technicians with 
video, microwave and earth station experience 
in the installation, operation and maintenance 
of microwave transmission systems. 
Competitive salary and benefits. 
Send resume with salary requirements 
in confidence to: 
a Washington Intemational Teleport 
Personnel 


Dept. 

21st Street, N.W., Suite 300‏ 1193 خی 
Washington, DC 20036‏ 

— EOEM-F 


DIRECTOR OF 
ENGINEERING 


Hearst Broadcasting-owned network 
affiliate in Top 25 market is looking 

for an energetic and forward-thinking 
Director of Eg یس‎ lead our 
first-class technical crew. You'll join a 
tecm of dynamic department managers 
at a station that's on the move. Success- 
ful applicant will be responsible fo: 
facilities, equipment, and operations, 
and should possess a BSEE or equivalent 
degree, plus 3-5 years of TV station 
engineering management experience 
at a unionized network affiliate. 


Send resume (no phone calls} 'o 
Joseph W. Heston 

Vice-President & Station Manager 
WBAL-TV, Div. of the Hearst Corp. 
3800 Hooper Avenue 

Baltimore, Maryland 21211 


Minorities and Women encouraged to opply. 


WBALMTV 


BALTIMORE 


Help Wanted Management 


HELP WANTED 
TELEVISION 
LEADERS 


ATTENTION 


TVB 
CONVENTION 
ATTENDEES 


are. Webelieve that they want 
tolead in new, innovative, and 
aggressive tactics that bring 
new business to the industry. 
We'll be at TVB to meet you. 
For an oppolatment call Ric 
Gorman at 205-433-1500 or 
call ovr svite ia Dallos of the 
Anatole or Stovffers Hotel. 


Help Wanted Management 
Continued 


VICE PRESIDENT/FINANCE 


SELTEL, INC. 


Fast-growing national rep firm seeks multi- 
talented chief financial officer for Manhat- 
tan headquarters. Seltel is a subsidiary of 
Chase Communications, diversified owner 
of radio, television and cable properties. 
Responsible for all financial functions in- 
Cluding statement preparation, lender liai- 
Son. systems development, operational 
analysis and maintenance of internal con- 
trols. At least 10 years of professional ex- 
perience required. Broadcasting or adver- 
tising experience highly desirable. CPA 
preferred, MBA a plus. Salary commensu- 
rate with ability. Excellent benefits. Send 
resume to: 


Arthur Tek, 
Chief Financial Officer, 
Chase Television, 
One Corporate Center, 
Hartford, CT 06103. 
Chase is an equal opportunity employer. 


Help Wanted Sales 


SAN DIEGO 
ACCOUNT EXECUTIVE 


KUSI-TV Is looking for an 
individual with a solid background 
in Retail Soles Development. 
Applicant must have a mininum 
of two years selling experience in 
television with an emphasis on 
direct business versus agency. 


PLEASE SEND RESUME 
(No Phone Calls) TO: 


Sales Manager 
KUSI-TV 
P.O. Box 719085 


San Diego, CA 92171 KUSI 
mcum 9/5] 


Situations Wanted Management 


AVAILABLE 


TALK PROGRAM DIRECTOR 


TOP 5 MARKET EXPERIENCE 


Reply in confidence 
Box Q-46 


27 


Situations Wanted Management Continued 


NEW GOALS FOR '91? 


If your station or group needs a start up, à 
turnaround or is already #1 but under- 
achieving. We should talk! I've got a great 
job but need a new challenge. Major mar- 
ket OM with large group looking to move 
up. I've got a proven track record with 
great ratings, revenues and references. 
Market or group size not important. Your 
response will be held in strict confidence. 
Box R-15. 


EXPERIENCED BROADCASTER 


Seeks return to Midwest. Market size/ 
Location secondary to opportunity. 
Outstanding expertise in expense 
management, organization, motiva- 
tion, selling and people. My aggres- 
Sive experience at all levels of man- 
agement will be an asset to your 
station. 


Reply to Blind Box Q-59 


Help Wanted Sales 


ACCOUNT 
EXECUTIVE 


Chicago Office 


Arbitron has a challenging oppor- 
tunity for an Account Executive in 
our Radio Station Services De- 
partment. 


The person we are seeking 
should have a minimum of 3 years 
experience at a station and/or in a 
broadcast sales environment. 
Hands-on experience with Arbi- 
tron research data a plus. You 
should be a self-starter, ready to 
travel, committed to hard work 
and ready to meet the challenge 
of a competitive environment. 


We offer a competitive salary/in- 
centive program, with a compre- 
hensive benefit package. We pro- 
vide a professional atmosphere 
for the career-minded individual. 
To explore this opportunity fur- 
ther, send resume with salary his- 
tory in confidence to: 


Debbie Buckley 
THE ARBITRON COMPANY 
211 East Ontario 
Chicago, IL 60611 


An Affirmative Action 


HAPPINESS IS POSITIVE CASH FLOW 


Are you happy with the performance of your 
radio property? If not, call now. Successful 
GM awaiting station sale, looking for new turn- 


around opportunity. Outstanding qualifica- 
tions and references. Prefer top 100 markets. 
Discretion assured. 


214—373-2205 


SALES TURN-AROUND GENERAL/GROUP MAN- 
AGER. EXPERIENCED IN NATIONAL, LOCAL & 
GENERAL SALES MANAGEMENT AND GENERAL 
MANAGEMENT. HEAVY SPORTS SALES BACK- 
GROUND. DONE NEWS/TALK AND MUSIC FOR- 
MATS. LEFT RADIO TO OPEN MY OWN BUSINESS 
AND LEARNED A GOOD LESSON...DO WHAT YOU 
KNOW BEST! WAS 10 YEARS IN LAST RADIO 
POSITION. THEY HAVE SINCE DIVESTED. TOP 
REFERENCES (206) 453-8941. 


Help Wanted Programing 
Promotion & Others 


NEW MUSIC SERVICE FOR 
PUBLIC RADIO 


A planned new nationally-distributed, 
daily contemporary music service for 
public radio stations seeks to fill the 
following positions: 


PRODUCER: Responsible for overall 
Sound, feature material, format plan- 
ning, music and audience research. 
Supervises host, writers and engi- 
neers. Superb creative abilities and 
long-form radio music production ex- 
perience required. Comprehensive 
knowledge of international, regional 
American ethnic and contemporary 
multi-cultural progressive ۰ 
Strong music and record industry con- 
tacts. Send tape w/resume. 


HOST: Proven track record as an au- 
thoritative, accessible on-air presence 
with strong interpretative and interview 
skills. Thorough knowledge of music 
and industry contacts as per above. 
Send tape w/resume. 


RESEARCHER/WRITER—Excellent 
radio script and promotional writing 
skills. Knowledge of music as per 
above. Send writing samples w/re- 
sume. 


PROJECT COORDINATOR: Respon- 
sible for station relations activities, in- 
cluding clearances, newsletter and af- 
fillate meetings. Experience with 
assembly and analysis of statistical 
data. Send resume. 


Dept. MC 
WXPN-FM 
3905 Spruce Street 
Philadelphia, PA 19104-6005 
Absolutely no phone inquiries 


Minorities and women urged 
to apply. EOE. 


WHDH850AM 


TALK SHOW PRODUCER 


WHDH-AM seeks candidates with a 
minimum of two years of radio pro- 
ducing experience, a working know- 


ledge of talk radio, current events. Will 


select topics, supervise show, booking 
guests, control board and AM trans- 
mitter operations. Send resumes to: 


AL MAYERS, PROGRAM MANAGER 
WHDH-AM, INC 
7 BULFINCH PLACE 
BOSTON, MA 02114 


WHDHTV IS AN EQUAL OPPORTUNITY EMPLOYER. 


Programing 


Lum and Abner 
Are Back 
...plling up profits 
for sponsors and stations. 
15-minute programs from 
^ the golden age of radio. 


PROGRAM DISTRIBUTORS a PO. Drawer 1737 
Jonesboro, Arkansas 72403 m 501/972-5884 


RADIO WEATHERCASTS VIA BARTER 


EDWARD ST PE & NATIONAL WEATHER NETWORKS 
AMS SEAL CERTIFIED CUSTOM WEATHERCASTS 
BY QUALIFIED METEOROLOGISTS ! 
FREE TO STATION VIA SPOT BARTER. 7 day week service. 
National Weather Association Radio Contributor of the 
Year 1988. The professional weather solution for radio. 
Complete Barter! 1-800-722-9847. 
Over 250 Affiliates online. Call NWN Today! 


Consultants 


Richard H. Riggs 
Business Consultant 
Analysis to Increase 

Profits 
419—228-0029 
PO Box 1314, 

Lima, OH 45802 


For Sale Software 


FOR SALE 


COMPUTER SOFTWARE 


IBM PC AP/UPI WIRE SOFTWARE Captures and 
sorts low/high speed wires to directories. Runs in 
the background. Includes special Viewing soft- 


ware. DOS 3.2 or 3.3. Compatible with word pro- 
cessors and networks. Contact: Porter Communi- 
cations, 579 D.W. Highway Merrimack, NH 
03054. Tel: 603—424-4161. 


Employer 
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sues or concerns. 
DIVISION: 


Radio; Broadcast: Television 
CATEGORIES: 


ENTRY DETAILS: 


ceived by Jan. 4, 1991. 


THE UNITY AWARDS IN MEDIA 
of 
Lincoln University of Missouri 


The 38th Annual Unity Awards in Media will recognize contri- 
butions in media of works that reflect issues impacting the 
rights and well being of minorities and/or the handicapped. 
Lincoin University of Missouri invites entries in this national 
recognition of outstanding coverage of these problems, is- 


Print: General Audience; Print: Minority Audience; Broadcast: 


Reporting of: economics, education, politics, public affairs- 
/social issues; investigative reporting or editorial writing. 


Contact: Harry Trickey, Department of Communications, Lin- 
coln University of Missouri, 820 Chestnut St., Jefferson City, 
MO 65101; or call (314) 681-5437. All entries must be re- 


ALLIED FIELDS 


Employment Services 


له وا او 1۳۳ 15۳۵۵ 1۳۳۵ Prat‏ 


JUDE ۲۲ ۱۷ 


THE NATIONAL JOB LISTING SERVICE 
FOR THE COMMUNICATIONS INDUSTRY 


1-900-234-INFO ext. TV (88) 
$2 per minute From any touch tone phone 
J 0 B S * Around the 
country 


1-900-456-2626 


$1.95 for the first minute 
۱ $ .95 for each additional 


* TV and radio 
* Updated daily 


JOB HUNTING? 


If you need a job, you need MediaLine. 
MediaLine gives you instant access to 
jobs in television. Access a daily report 
by phone. For more information call 


800-237-8073 


in CA: 408—648-5200 


35,000 + A YEAR JOBS 


We also list the big job 
openings. 98*^ of all radio and 
TV jobs currently open — all 
market sizes — all formats — 
all positions. 
MONEY BACK GUARANTEE! 


One Week $7.00-Six Weeks $15.05 
American Radio 


JOB MARKET 
1553 N. Eastern, Las Vegas, NV 89101 


Wanted to Buy Stations 


ATTENTION 


MMDS/MDS/OFS 
PERMTITIES & LICENSEES 


Principal looking to acquire per- 
mits in the top 125 SMSA's. Send 
pertinent information to: 


Living Room Theater Corporation 
860 E. Twain, Suite 128-397 
Las Vegas, NV. 89109 
Fax: (702) 648 - 6422 


For Sale Stations 


RADIO CONSTRUCTION PERMIT 
50,000 watts AM Fulltime 
Non-directional, 585 KHZ 

PAGO PAGO, AMERICAN SAMOA 
This station covers about one million english-speaking 
people in the South Pacific. Coverage in American 
and Western Samoa, Tonga. Fiji, and others. 
Bill Kitchen 
Beacon Broadcasting, Inc. 
303—786-8111 


W.John Grandy 


BROADCASTING BROKER 
1150 Osos St., Suite 206 
San Luis Obispo, CA 93401 
Phone: (805) 541-1900 
Fax: (805) 543-7885 


SOUTH CAROLINA 


Small Market 1KW AM 
(Application Pending for SKW) 
Adjacent to large market. 
ideal for first station owner/operator. 
Very creative owner financing. 


Reply Box Q-58 


ROCKY MTN. - TOP 40 MKT. 


Class C FM with Fulltime AM 
“Make an offer” 
Chapman Associates 
Greg Merrill: 801/753-8090 


MEDIA BROKERS * APPRAISERS 


RADIO e TV e LPTV 
A Confidential & Personal Service E 


BURT 'Y > 
SHERWOOD.. 


Veo i 


4171 Dundee Rd., Suhe 269, Northbrook, ll. 60062 V = 
708—272-4970 — Ma 


IF YOU WOULD LIKE TO OWN A 50KW 
FM SERVING THE TWO TOP MARKETS 
IN MICHIGAN'S BEAUTIFUL UPPER 
PENINSULA..IF YOU WILL SHOW ME IN 
WRITING YOU CAN PROVIDE $200,000 
CASH..'LL SHOW YOU HOW TO GET 
THE JOB DONE. GEORGE A. FREEMAN; 
102 E Main St., Madison, IN 47250. 


AMARILLO 


C-1 FM 
Needs some equipment 


$450,000 
404-355-6800 


Gassified 81 


For Sale Stations Continued 


CASHDOLLAR 


INCORPORATED 


س لت 
KINGS ROW ۰ MUNCIE * INDIANA «+ 47304‏ 4409 


FINANCING 
THE OPPORTUNITIES 
MEDIA IN THE 5 


* INVESTMENT BANKING SERVICES 
* CAPITAL FORMATION 
.* REFINANCING 
* ADVISORY SERVICES 
* 317-289-7140 


OKLAHOMA SMALL/ 
MEDIUM MARKET 
Leading FM/AM Combination 
$975,000... Small 
Downpayment 
Bank Financing available 
Contact: 

Norman Fischer & Associates 
512—476-9457 


GROUP SALE 
2 Texas Medium Markets 
AM/FM Combo and FM 
Priced to sell...1.2 Million 
Contact: 
Norman Fischer & Associates 
512—476-9457 


6 KW FM, INDIANA/ILLINOIS 
AREA, $575,000. EXCELLENT 
TERMS 


6 KW FM, PENNSYLVANIA, 
GOOD RATINGS, SALES 
INCREASING, FINANCING IN 
PLACE FOR QUALIFIED BUYER 


CLASS B FM/FULLTIME AM, 
WEST VIRGINIA, POSITIVE 
CASH FLOW, REAL ESTATE. 


CLASS A, 6 KW, SERVING BIG 
10 UNIVERSITY TOWN. ASKING 
3X GROSS SUBSTANTIAL 
UPSIDE POTENTIAL. 


VANHUSS 


ia [ Media Brokerage 
NES Services 


Thoben-VanHuss & Associates, Inc. 
107 N. Pennsylvania Street, 
Suite 503, Indianapolis, IN 46204 
(317) 636-1016 @ Fax (317) 637-2209 


FOR SALE 


Full-day, individual seminar for radio investors, given 
privately to you. Group owner/operator with 22 years 
experience and ex-NAB General Counsel explain sta- 
ton search. negotiation, financing. FCC rules. take- 
over. and many other topics you choose. Learn how to 
in today's environment. Call Robin Martin or 
Erwin Krasnow today for details and a brochure. 
The Deer River Group 
Washington, D.C. - (202) 659-3331 


For Sale At Auction 
Radio Station Property and Equipment 


All equipment, furnishings, and 
building, including 8 acres of land, 
used for operation of AM radio 
station WTRQ In Warsaw, NC. 


Date of Sale: November 23, 1990 
12 noon at station site 


J. Garrett Ludium, Trustee 
(919) 293-3124 


TOP 5 MARKET 
Daytime AM 
$750,000 CASH 
Reply Box R-7 


FOR SALE 


KAVI AM-FM; Rocky Ford, Colorado; C-1 
upgrade available; absentee owner will 
sell for $165,000; seiler financing; no 
down payment; contact Kim Love 307— 
672-7421 days or 307—674-7878 nights. 


We'll give you 
all the credit. 


IT'S EASY TO DO. Just 
include your personal or 
company Mastercard or 

VISA credit card number and 
the expiration date in your 
FAX or letter (please, no 
phone orders at this time). 


FAX (202) 293-FAST 


OR MAIL TO: Classified Dept., 
1705 DeSales Street, NW, 
Washington, DC 20036. 


Deadline is Monday at noon Eastern 
Time for the following Monday's issue. 


EARLY DEADLINE 
NOTICE 


Due to Thanksgiving 
holiday, deadline for 
Classified Advertising 
for the Nov. 23 issue is 
Noon, Friday, Nov. 16. 


BROADCASTING'S CLASSIFIED 
RATES 


All orders to place classified ads & all correspon- 
dence pertaining to this section should be sent to: 
BROADCASTING. Classified Department, 1705 De- 
Sales St.. N.W., Washington, DC 20036. 202-659- 
2340 (Information only). 


Payable in advance. Check, money Order or credit 
card (Visa or Mastercard). Full and correct payment 
must accompany all orders. All orders must be in 
writing by either letter or Fax 202-293-3278. If pay- 
ment is made by credit card, indicate card number, 
expiration date and daytime phone number. 


Deadline is Monday at noon Eastern Time for the 
following Monday's issue. Earlier deadlines apply for 
issues published during a week containing a legal 
holiday. ۸ special notice announcing the earlier dead- 
line will be published above this ratecard. Orders, 
changes, and/or cancellations must be submitted in 
writing. NO TELEPHONE ORDERS. CHANGES, AN- 
D/OR CANCELLATIONS WILL BE ACCEPTED. 


When placing an ad. indicate the EXACT category 
desired: Television. "Radio, Cable or Allied Fields; 
Help Wanted or Situations Wanted: Management, 
Sales. News. etc. If this information is omitted, we will 
determine the appropriate category according to the 
copy. NO make goods will be run if all information is 
not included. No personal ads. 


Rates: Classified listings (non-display). Per issue: 
Help Wanted: $1.20 per word. $22 weekly minimum. 
Situations Wanted: 602 per word, $11 weekly mini- 
mum. All other classifications: $130 per word. $24 
weekly minimum. 


Rates: Classified display (minimum 1 inch. upward in 
half inch increments). Per issue: Help Wanted: $90 
per inch. Situations Wanted: $50 per inch. Ali other 
Classifications: $120 per inch. For Sale Stations, Want- 
ed To Buy Stations, Public Notice & Business Oppor- 
tunities advertising require display space. Agency 
commission only on display space. 


Blind Box Service: (In addition to basic advertising 
costs) Situations wanted: $5 per ad per issue. All 
Other classifications: $10 per ad per issue. The 
charge for the blind box service applies to advertisers 
running listings and display ads. Each advertisement 
must have a seperate box number. BROADCASTING 
wiil not forward tapes, transcripts, portfolios, writing 
samples, or other oversized materials; such materials 
are returned to sender. Do not use folders. binders or 
the like. 


Replies to ads with Blind Box numbers should be 
addressed to: Box (letter & number). c/o BROAD- 
CASTING, 1705 DeSales St., NW. Washington. DC 
20036. Piease do not send tapes. 


Word count: Count each abbreviation. initial, single 
figure or group of figures or letters as one word 
each. Symbols such as 35mm, COD. PD.etc., count 
as one word each. A phone number with area code 
and the zip code count as one word each. 


The publisher is not responsible for errors in printing 
due to illegible copy—all copy must be Clearly typed 
or printed. Any and all errors must be reported to the 
Classified Advertising Department within 7 days of 
publication date. No credits or make goods will be 
made on errors which do not materially affect the 
advertisement. 


Publisher reserves the right to alter classified copy 
to conform with the provisions of Title VII of the Civil 
Rights Act of 1964. as amended. Publisher reserves 
the right to abbreviate, alter, or reject any copy. 
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David Ferrara, 
VP, affiliate rela- 
tions, Western re- 
gion, Fox Broad- 
casting Co., Los 
Angeles, | named 
VP, national affil- 
iate relations. 


Robert D. Gor- 
don, VP, and 
Richard Mincer, 
Ferrara VP, television 
programing devel- 
opment, Ailes Communications Inc., 
New York, add duties as president and 
senior VP, respectively, Broadcast 
Communications Group. 


Jim Picinich, production supervisor, 
CBS engineering and operations, joins 
WCBS-TV New York as director of broad- 
cast administration. 


Donald K. Mathison, VP, Media Gen- 
eral Cable, Chantilly, Va., named senior 
VP, marketing and programing. David 
A. DeJesus, VP, finance, Media Gener- 
al Cable, named senior VP, business 
operations and chief financial officer. 


Jerry Watson, VP and general sales 
manager, Kansas Television Network, 
Wichita, joins KTTC(TV) Television Inc., 
Rochester, N.Y., in same capacity. 


Leona Brown, plant supervisor, Tele- 
Communications Inc., Skokie, IIl., 
named general manager, co-owned Chi- 
cago Cable TV. 


Peter McCoy, interim general manager, 
KJAZ(FM) Alameda, Calif., appointed 
president of corporation, KJAZ Inc., 
and general manager, KJAZ(FM). 


Scott T. Gillmore, general sales man- 
ager, KFON(AM)-KKMJ(FM) Austin, Tex., 
joins KGSR(FM) Bastrop, Tex. (Austin), 
as general manager. 


Carmen Herrero Biaggi, regional man- 
ager, corporate relations, Anheuser- 
Busch Co., New York, joins Univision 
there as VP, director of communica- 
tions. 


Sylvia Delia, VP, ancillaries, BBC 
Lionheart, New York, named VP, cable 
sales, BBC in America. 


Donald R. Granger, former area VP 
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and general manager, Comcast Cablevi- 
sion Corp. of California, joins Multivi- 
sion Cable TV, Greenwich, Conn., as 
VP and regional general manager. 


Gustavo G. Godoy, executive news di- 
rector, WXTV(TV) Paterson, N.J. (New 
York), joins Telemundo Group Inc., 
New York, as VP, news. 


David Tipton, assistant controller, The 
Learning Channel, Rosslyn, Va. (Wash- 
ington), named controller. 


William W. Irwin, consultant, 
WZZU(FM) Burlington-Graham, N.C. 
(Raleigh), joins wCAS-FM Raleigh-Dur- 
ham, N.C., as VP and general manager. 


Howard H. Shrier, general sales man- 
ager, KETV(TV) Omaha, joins KPTM(TV) 
there as VP and general manager, suc- 
ceeding Harold E. Potter, resigned. 


Michael E. Rosen, chief operating offi- 
cer, Broadcasting Corp., joins KK YK-FM 
Little Rock, Ark., as VP and general 
manager. 


SALES AND MARKETING 


Bud Hirsch, executive VP, marketing 
and sales, NBC Television Stations Di- 
vision, New York, retires effective Sep- 
tember 1991. 


Bonnie Lee 
White, senior VP, 
media director, 
and Michael M. 
Costello, senior 
VP, creative ser- 
vices, Ehrlich-Ma- 
nes Associates, 
Bethesda, Md., 
join Schoenback 
Communications 
s advertising agen- 
White cy, Baltimore, in 


same capacities. 


Kathleen Hassett, network negotiator 
supervisor and Kelly Lowman, media 
planner, J. Walter Thompson, New 
York, elected VP's. 


Jack Sweeney, director of corporate 
marketing, KKHHKFM) San Francisco, 
joins KJAZ(FM) Alameda, Calif., as gen- 
eral sales manager. 


David Howard, account executive, 


KQLZ-FM Los Angeles, named local sales 
manager. 


Dave Rizzo, customer services adminis- 
trator, Associated Press  Broadscast 
News Center, Washington, named re- 
gional marketing executive. 


Teresa Brewer, formerly from 
KTTY(TV) San Diego, joins KBHK-TV San 
Francisco as account executive. 


Daniel Sweeney, corporate marketing 
director, Cooke Cablevision, Los Ange- 
les, joins Prevue Networks Inc., Tulsa, 
Okla., as VP, sales and marketing. 


Gael Maclver, account executive, 
KING-TV Seattle, joins KSTW(TV) Taco- 
ma, Wash. (Seattle), as sales representa- 
tive. 


Don Gilbert, general sales manager, 
WBEN(AM)-WMJQ(FM) Buffalo, N.Y., 
joins WUFX-FM there in same capacity. 


Glenn Conticello, from University of 
Hartford (Conn.), joins WHCT-TV there 
as sports marketing coordinator. 


Ron Pulera, general sales manager, 
Monitor Television Inc., Boston, joins 
WVIT(TV) New Britain, Conn. (Hart- 
ford), in same capacity. 


Bill Fanshawe, senior account execu- 
tive, MMT Television Sales, New York, 
joins CBS Television Stations there as 
account executive in national spot sales. 


Don Wargo, local sales manager, 
WKCK(TV) Clermont, Fla. (Orlando), 
named sales manager. Susan J. Culver, 
account executive, WKCF, named assis- 
tant sales manager. 


Chris Callahan, controller, Premier 
Advertiser Sales, New York, named 
VP, controller. 


New affiliate marketing managers ap- 
pointed at Black Entertainment Televi- 
sion, Washington: Tallulah Anderson, 
marketing coordinator, named manager, 
affiliate services; Lee Chaffin, market- 
ing representative, Philip Morris 
U.S.A., named to Northeast region, and 
Monica Haslip, graphic designer, John- 
son’s Publishing Co., Chicago, named 
to South Central region there. 


Cheryl L. Brenner, media planner, Ad- 
vanswers Media Programing, St. Louis, 
joins D’Arcy Masius Benton & Bowles 
there as account manager. 


Lisabeth Hayes, director of advertising 
sales, Central region, MTV Networks, 
Chicago, named VP, advertising sales 
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there. Karl Lewis, director of advertis- 
ing sales, MTV Networks, Detroit, 
named VP, advertising sales there. 


Marlene Earnest, national sales manag- 
er, WKHK(FM) Colonial Heights, Va. 
(Richmond), named general sales man- 
ager, succeeded by Yvonne Vessels-Ha- 
gen, regional manager, Baltimore- 
Washington area. 


Pamela J. Bailey, media director, Kel- 
ler-Crescent Co., Evansville, Ind., 
named VP, media. 


Vickie E. Storm, account executive, 
WNCT-TV Greenville, N.C., named local 
sales manager. 


Gregory E. Langermeier, account ex- 
ecutive, Continental Cablevision Adver- 
tising, Lancaster, Ohio, named sales 
manager, southern Ohio area. Christine 
C. Hamlin, account representative, 
WFIN(AM)-WKXA-FM Findlay, Ohio, joins 
Continental Cable Advertising there as 
sales manager. 


Appointments at DDB Needham World- 
wide, Chicago: Larry Butts, senior art 
director, and Pam Rubin, copywriter, 
named associate creative directors, and 
Joanne Foster, account executive, 
named account suprvisor. 


Jody Williamson, account executive, 
Arbitron Co., joins WJJD(AM)-WJMK(FM) 
Chicago as local sales manager. 


Mark Bousquet, sales representative, 
Telerep, Chicago, joins KITN(TV) Minne- 
apolis as national sales manager. 


Senior VP's appointed at Katz Radio 
Group: Gary Steel, sales manager, Re- 
public Radio, San Francisco; Gina For- 
Sythe, VP, manager, Republic Radio, 
Dallas; Linda Packer-Spitz, VP, sta- 
tions, Midwestern division, Republic 
Radio, Chicago; Marv Nyren, sales 
manager, Republic Radio, Atlanta. 
Ralph Heyward, manager, Republic 
Radio, Seattle, named KRG manager, 
Portland, Ore. 


Appointments at Katz Continental Tele- 
vision Station Groups, New York: Tom 
Reilly, research analyst, East, named 
senior research analyst; Thomas Fiore, 
research analyst, West and West Cen- 
tral, named senior research analyst, and 
Matt Mansi, research analyst, West, 
named senior research analyst. Christo- 
pher Brown, sales assistant, Katz 
American, New York, named research 
analyst, stars team, and Michael 
O’Dea, research analyst, red team, Katz 
American, New York, named research 
manager. 


John L. Gormley, president, Unity Te- 
lecom Inc., Ramsey, N.J., joins Mi- 
croNet Inc., Jamison, Pa., as VP, sales 
and marketing. 


Jim Grundy, from Cinema Produc- 
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tions, joins KOLR(TV) Springfield, Mo., 
as account executive. 


Phyllis Jones, account executive, Cali- 
fornia Design Publications of San Fran- 
cisco, joins KJAZ(AM) Alameda, Calif., 
in same capacity. 


Chris Johnson, director of marketing, 
WVEC-TV Hampton, Va., named direc- 
tor, marketing and creative services de- 
partment. 


Alan Cole-Ford, senior VP, business 
development, television group, Para- 
mount Pictures, named VP, corporate 
development, Paramount Communica- 
tions Inc. 


Bill Chase, director, East Coast produc- 
tion, Home Box Office Inc., New York, 
named VP, East Coast production. Low- 
ell Mate, director, current series pro- 
raming, ABC Entertainment, joins 
BO Independent Productions, Los An- 
geles as director, creative affairs. 


J. R. McGinnis, counsel, television le- 
gal department, Twentieth Century Fox 
Film Corp., joins Hanna-Barbera Pro- 
ductions Inc., Los Angeles, as director 
of business affairs. 


Stephanie Tuttle, director, current pro- 
graming, ABC Television Network, 
joins Lorimar Television, Burbank, 
Calif., as director, drama development. 


Appointments at 
Blair — Entertain- 
ment: Gayle 
Dickie, Western 
division manager, 
Los Angeles, 
named VP; Ron- 
ald J. Geagan, 
Southern division 
manager, Atlanta, 
4! named VP; 

n 


Dickie Bob Ray Sand- 

ers, producer and 

host, News Addition, KERA-TV Dallas, 
joins KLIF(AM) there as radio host. 


Mary Katherine Magnotti, editor, cre- 
ative services, WBIR-TV Knoxville, 
Tenn., joins Cinetel Productions, there 
as video editor. 


Alan Winters, VP, Western region, 
LBS Communications, New York, 
named VP, Western divisional manager. 


James Latham, from Magno Sound and 
Video, joins Viacom Enterprises, New 
York, as director, technical services. 


Stella Green, counsel, legal depart- 
ment, ITC Entertainment RU Studio 
City, Calif., named director, legal and 


business affairs. 


Steve Friedman, business affairs direc- 
tor and production executive, Michael 
Krauss Productions, White Plains, 
N.Y., named VP, business affairs/pro- 
duction. 


Charles Cataldo, director of production 
and technical operations, Home Box Of- 
fice, joins E! Entertainment Television, 
Los Angeles, as VP, operations. Gary 
Socal, producer, Comedy Express, Fox 
Television, joins E! Entertainment Tele- 
vision, as director, segment develop- 
ment. 


Douglas K. Miller, regional director, 
Disney Channel, Dallas, named VP, 
Southwest region. Jolie Toellner, recent 
graduate, Harvard University, Cam- 
bridge, Mass., joins Disney Channel, 
Burbank, Calif., as director, national ac- 
counts, succeeding Cory O’Connor 
(‘Fates & Fortunes,” Oct. 1). 


Kristin Dean FitzGerald, VP, news 
sales, NBC Television Network, joins 
Lifetime Television, New York, as se- 
nior VP, sales. 


Lawrence R. Schatz, VP, West Coast 
regional sales, All American Television, 
formed Randolf Media Group Inc. tele- 
vision programing distribution and mar- 
keting company, New York. 


Sabrina Alfin, freelance consultant, 
New York, joins CBS Radio Networks 
there as manager, marketing and cre- 
ative services. Stu Fenston, regional di- 
rector of marketing, Metro Traffic Net- 
work, joins CBS Radio Networks, New 
York, as director, sports development. 


L. Kevin Metheny, manager, WSOK 
(AM)-WAEV(FM) Savannah, Ga., joins 
The Radio Group Ltd., Los Angeles, as 
VP. 


Dick Goggin, creative services director, 
KYw-TV Philadelphia, named product 
manager. 


John Mainelli, former operations man- 
ager and program director, WABC(AM) 
New York, named operations/program 
director. 


Appointments at Phoenix Communica- 
tions Group Inc., New York: Jeanmarie 
Cap, controller, named VP, finance and 
administration; Rich Domich, director 
of hockey programing, named VP, 
home video distribution; Mike Kostel, 
director of baseball programing, named 
VP, baseball programing; Tim Roberts, 
director of operations, named VP, hock- 
ey programing, programing develop- 
ment and international programing; Jim 
Scott, director of Sports Newsatellite, 
named VP, Sports Newsatellite, and 
Peggy White, director of sales and syn- 
dication, named VP, sales and syndica- 
tion. 
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Randall Pink- 
ston, New Jersey 
correspondent, 
WCBS-TV New 
York, joins CBS 
News, Washing- 
ton, as White 
House correspon- 
dent. 


Jeffrey Zucker, 


writer and field 

i A producer, Today, 
rcd NBC News, New 

York, named supervising producer. 


Margaret Pelley, anchor and special as- 
signment reporter, KCRA-TV Sacramen- 
to, Calif., joins NBC News as corre- 
spondent, assignment has yet to be 
determined. 


Appointments at Associated Press: 
Mark Mittelstadt, chief of bureau, Al- 
buquerque, N.M., named bureau chief, 
Newark, N.J., succeeding Jerry Gray, 
who was named assistant to foreign edi- 
tor, international headquarters, New 
York; Dan Murphy, supervisor, general 
desk, New York, named news editor, 
Newark, N.J., and Joe Taylor, news- 
man, Richmond, Va., named correspon- 
dent, Norfolk, Va. 


Martin Baretto, executive news pro- 
ducer, wXTV(TV) Paterson, N.J. (New 
York), joins WCBS(AM) New York as 
director, community affairs and editori- 
als. 


I 

| 

1 

| 

[ 

| 

| 

| 
Jon Beans, anchor and reporter, KALB- 

| Tv Alexandria, La., joins Alabama Pub- 
lic Television news and public affairs 
division, Montgomery, Ala., as reporter 
and producer, For the Record, succeed- 
ing Johanna Cleary, named promotion 

| director. 

۱ 


Steve Murphy, news director, 


wOwT (Tv) Omaha, retired. 


Appointments at WTNH-TV New Haven, 
Conn.: Marguerite Bardone, corre- 
spondent, Crimewatch Tonight and In- 
side Edition, named general assignment 
reporter; Paul McCarthy, assignment 
manager, ABC News Midwest bureau, 
to same capacity; Cindy Roesel, week- 
end producer, named weekday 5 p.m. 
producer; Stacia Gray, associate pro- 
ducer and back-up producer, WBAL-TV 
Baltimore, named weekend producer; 
Lydia Sermons, from wCAU-TV Phila- 
delphia, named producer, documentaries 
and specials; Zoe Stetson, communica- 
tions director, Private Industry Council, 
named associate producer, public af- 
fairs, and John Pauly, contributing re- 
porter and producer, The Reporters, Fox 
Television Network, named investiga- 


b. tive reporter. 


PROMOTION AND PR 


Mary Neagoy, press manager, Today, 
NBC News, New York, joins National 
ı Basketball Association, there as director 
of business public relations. 


Andrew Deal, promotion manager, 
WNAC-TV Providence, R.l., joins wLvi- 
Tv Cambridge, Mass. (Boston), as cre- 
ative services writer and producer. 


TECHNOLOGY 


Robert Frierson, senior VP, South Car- 
olina ETV, Columbia, S.C., retired. 


Raymond Conover, director of engi- 
neering, Conus Communications, Min- 
neapolis-St. Paul, named VP and direc- 
tor of engineering. 


Mark Whitson, from MA/COM's Mi- 
crowave Defense Electronics division, | 
joins General Instrument's Jerrold Com- 
munications, Denver, as sales account 
manager, ATC, Paragon and KBLCOM. 


Richard Darr, VP and general manag- 
er, BASYS Inc., Yonkers, N.Y., named 
senior VP and general manager. Jim 
Cundiff, director of sales, BASYS Inc., 
named VP, sales. 


Barbara Crouse, promotion director, 
WCAU(AM) Philadelphia, joins WODS(FM) 
Boston in same capacity. 


Cece Yorke, junior publicist, PMK 
Public Relations, joins The Lippin 
Group, Los Angeles, as senior account 
executive. 


Anita Kelso, director of promotion and 
public relations, World Events Produc- 
tions Ltd., St. Louis, joins SSA Com- 
munications, Los Angeles, as VP, enter- 
tainment division. 


Janette Smith, editorial director, Jour- 
nal Communications, Brentwood, 
Tenn., joins wDCN(TV) Nashville as pro- 
motion director. 


Christopher Emery, national market- 
ing manager, AGFA Corp., joins Sony 
Magnetic Products Group of America, 
Park Ridge, N.J., as national sales man- 
ager, professional tape division. 


Ron Chubb, Western regional sales 
manager, Fairlight Special Effects 
Units, joins JVC Professional Products 
Co., Elmwood Park, N.J. as direct sales 
representative. 


Sheri White, media coordinator, Keller- 
Crescent Co., Evansville, Ind., named 
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broadcast media buyer. 


Barry A. Stevenson, assistant promo- 
tion director, KXAN-TV Austin, Tex., 
joins KJEO(TV) Fresno, Calif., as promo- 
tion director. 


Dawn Snyder, manager, international 
advertising, theatrical, television and 
home video, Orion Television Interna- 
tional, Los Angeles, named director, ad- 
vertising, publicity and promotion. 


Tracy Mosh, publicist, Wilkinson/Lips- 
man Public Relations and Marketing, 
Los Angeles, named account executive. 


Stephanie Macero, special events asso- 
ciate, WCNY-TV Syracuse, N.Y., named 
special events coordinator. 


Patricia E. Harris, former assistant to 
mayor and executive director of Art 
Commission, City of New York, joins 
Rogers & Cowan Inc. there as VP, client 
development, corporate and cultural 
marketing group. 


Julie Orell Smith, media buyer, 
DDF&M Public Relations, Pittsburgh, 
named senior media supervisor. Karen 
S. Kerna, media assistant, DDF&M, 
named assistant media buyer. 


Steve Pickle, promotion-marketing di- 
rector, WJZY(TV) Belmont, N.C. (Char- 
lotte), joins KSTW(TV) Tacoma, Wash., 
as creative services director. 


ALLIED FIELDS 


Carl Spielvogel, chairman and CEO, 
Backer Spielvogel Bates Worldwide, 
New York, appointed to American As- 
sociation of Advertising Agencies board 
of directors, succeeding William 
Youngclaus, managing partner, 
Tathum-Laird & Kudner, Chicago, re- 
signed. 


Arthur I. Steinberg, administrative law 


judge, Social Security Administration, 
joins FCC, Washington, in same capaci- 
ty. 

Blaine Baker, from MPL/Postmasters 
Inc., named president, Society of Mo- 
tion Picture and Television Engineers, 
White Plains, N.Y. 


Paul T. Tucker, senior VP, technol- 
ogy, business information services divi- 
sion, Knight-Ridder, Miami, named 
chief operating officer, financial infor- 
mation group, worldwide. 


Phil Rizzuto, former baseball player, 
New York Yankees and Yankee sports- 
caster, named recipient of American 
Sportscasters Association's "'Lifetime 
Achievement Award.’ 


William M. Winter, VP and general 
counsel, California Cable Television As- 
sociation, Oakland, Calif., joins Ferris 
& Britton law firm, San Diego, as of 
counsel, cable television law. 


Appointments at Johannesson & Asso- 
ciates, media and telecommunications 
management consultancy, Luxembourg: 
Richard B. Titchen, head of corporate 
affairs, Mersey Television, named direc- 
tor, media consultancy; C. Christopher 
Adelmann, independent consultant, 
named principal consultant, and Martin 
Baker, international media coordinator, 
Saatchi & Saatchi Advertising, London, 
named media consultant. 


Francis J. Myers, chairman and CEO, 
Wells-Garner Electronics Corp., Chica- 
£o, elected chairman, Electronic Indus- 
tries Association's (EIA) board of gov- 
emors. Ronald H. Barnhart, VP, 
business development, Honeywell Inc., 
Arlington, Va., named vice chairman, 
EIA's board of governors. 


Isme Bennie, president, Paragon Inter- 
national Inc., Toronto, named to receive 
personal achievement award by Canadi- 
an Film and Television Producers Asso- 
ciation. 


New officers at Illinois Broadcasters As- 
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sociation: T. J. Vaughan, WAND(TV) 
Decatur, president; Wayne Jefferson, 
WBBM(AM) Chicago, president-elect; 
Robb Gray, WORF-TV Rockford, trea- 
surer; Dianne Leifheit, wLBK(AM)- 
WDEK(FM) De Kalb, VP, and Dennis 
Upah, wEEK-TV Peoria, VP. 


New executive committee members at 
Electronic Industries Association Con- 
sumer Electronics Group, Washington: 
Robert E. Dillon, Sony Corp., chair- 
man; Jerry Kalov, Dynascan Corp., 
vice chairman, and Jack Pluckman, 
Matsushita Electronic Corp., industry 


New executive committee for Broadcast 
Education Association, Washington: 
Gerald Holley, Stauffer Communica- 
tions Inc., chairman; Raymond Car- 
roll, University of Alabama, vice chair- 
man, and William Shearer, East-West 
Broadcasting Inc., secretary-treasurer. 


New officers for Washington State As- 
sociation of Broadcasters, Seattle: Jim 
MacDonald, KONP(AM) Port Angeles, 
president; Steve West, KXRX(FM) Seat- 
tle, VP; Val Limburg, Washington 
State University, Pullman, secretary- 
treasurer, and Mark Allen, Mark Allen 
Government Relations, executive direc- 
tor. 


Ken Hansely, client service representa- 
tive, television station services division, 
Arbitron Co., Los Angeles, named ac- 
count executive. Lani Honma, sales 
representative, NOVEX Inc., joins Ar- 
bitron, San Francisco, as client service 
representative, advertiser/agency divi- 
sion. 


DEATHS 


Herbert Brodkin, 77, television pro- 
ducer, died Oct. 29 of aneurysm at 
Mount Sinai Hospital, New York. Be- 
ginning career at CBS as set designer, 
Brodkin started producing in late 1950’s 
with credits including The Defenders, 
Brenner, The Nurses and For the Peo- 
ple. In 1960's, Brodkin formed Titus 
Productions, producing mini-series for 
NBC and CBS, among credits are Holo- 
caust, Roots and Mandela. He is sur- 
vived by two daughters, Lucinda and 
Brigit; two sisters, Pat and Beatrice. 


Merle C. Worster, 74, retired broad- 
casting executive, died Oct. 27 at his 
home in Upper Saddle River, N.J., of 
bone cancer. Worster began career as 
engineer with NBC, and retired in 1980 
as VP, broadcast operations and engi- 
neering, WABC-TV New York. He is sur- 
vived by his wife, Jean; daughter, Jean; 
son, Lawrence; two sisters, Barbara and 
Petti; three grandchildren and one great- 
grandchild. 
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DAVID NILES: ON THE FRONT LINES WITH HDTV 


working with computer animation 

or saw high-definition television, 
he was an artist working in the medium 
of video. His Paris video studio in the 
1970's, ‘‘got a reputation for being the 
people who could make the impossible 
happen,’ he says. 

That is still his goal. Niles is constant- 
ly seeking the most advanced video 
technologies available for his art. Over 
the past five years he has won awards 
and recognition as one of a handful of 
people working in high-definition video. 
Captain, his production company, oper- 
ates fully stocked 1,125/60 studios in 
New York and Paris. 

Outside of Japan, Niles was the first 
user of the 1,125/60 HDTV format. But 
he does not endorse it over European 
rival system, 1,250/50. ‘‘I produce 
high-definition and I’m extremely excit- 
ed by the high-definition image. There is 
not very much difference between the 
standards of high-definition image," he 
says. But because 1,125/60 is the only 
format in which all the needed pieces are 
commercially available, he uses it. For- 
mat questions are political and, from an 
artist's viewpoint, irrelevant, he says. 

Niles fully expects the major Holly- 
wood studios to begin working in high- 
definition soon. The medium is still 
waiting for its first big hit. Early produc- 
tions, such as ‘‘Julia and Julia,"" a theat- 
rical release produced by the Italian TV 
network RAI, were technically sound 
and failed in the U.S. market for unrelat- 
ed artistic reasons, he says. 1] it had 
been a hit, history might have been dif- 
ferent. In the meantime, Niles com- 
plains that the best HDTV productions 
do not get sufficient press attention. 

Niles’ own production schedule is full 
enough. Perhaps his most important 
HDTV work to date is expected to begin 
later this month when he shoots the vid- 
eo materials for the Advanced Televi- 
sion Test Center's tests of HDTV trans- 
mission systems. The project presents a 
number of problems. Scenes must be 
shot the same way five times to accom- 
modate five different studio system pa- 
rameters, the images must push each 
proposed system's susceptibility to vid- 
eo impairments and the show must hold 
the attention of nonexpert viewers. 

The transfer of Captain's New York 
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[x before David Niles began 


studio to the Ed Šullivan Theater, a one- 
year project, is nearing completion this 
week. Niles took pleasure in restoring 
the building where the Beatles, Rolling 
Stones, Elvis Presley 
and many other major 
stars were brought to 
American audiences. 
“It was a shambles. It 
was in terrible condition 
and at the time there 
was not much demand: 
for another TV studio in 
Manhattan," he says. 
Some  high-definition 
productions have already been shot 
there, including a special by comedian 
Jackie Mason for the HA! cable network 
and a series of concerts for MTV. 

As a 15-year-old in the 1960's, Niles 
began drawing up architectural blue- 
prints and redecorating New York City 
apartments in his spare time, making 
good money in the process. Eventually 
his architectural work took up so much 
of his time that he was expelled from 
high school during his senior year for 
cutting classes. 

A furious father demanded that Niles 
get a full-time job. An agency sent him 
to a custom painting firm to interview 
for a low-level assistant's job. As it hap- 
pened, that day the owner of the firm 
was also expecting to interview a gradu- 
ate of Brooklyn's Pratt Institute for an 
art director's position. When Niles 
walked in the boss asked to see his port- 
folio, liked what he saw and hired him 


David Niles 


President, Captain, New York 
and Paris; b. June 18, 1949, New 
York; founded Captain Video, 


Paris, 1975; founded 1,125 
Productions (later renamed 
Captain), 1987; present position 
since 1975; children (by former | (one 


marriage): Sammy, 15; Zena, 8. 


for the better job. 

Before his 20th birthday, Niles had 
opened his own office and was begin- 
ning to be known around town for his 
various art projects, ranging from archi- 
tecture to scenery painting for Broadway 
plays to video production. He completed 
a video project for a wealthy French 
entrepreneur, who later advanced Niles 
the money to build a mobile video pro- 
duction unit. Work on the truck began in 
a vacant lot in Manhattan. 

Niles closed his New York office in 
1970 and went to Paris to complete the 
video truck project. The first shoot in the 
South of France was a disaster and when 
his French financier wanted to give up, 
Niles talked him into dismantling the 
truck and using the equipment to build a 
studio. Niles bought the studio outright 
in 1975 and over the next 10 years built 
nine more mobile units and four more 
studios. Today, Niles owns the world's 
largest mobile HDTV production unit. 

Captain Video, as the 
Paris studio was called, 
specialized in pioneer- 
ing the latest video 
technologies. Some of 
the earliest use of video 
graphics and digital ef- 
fects and the Type C 
inch) videotape 
format in Europe were 
by Niles. One steady 
customer in those days was HBO for 
"their first big European specials,’’ he 
says. 

"When high-definition was even 
somewhere near the horizon, it seemed 
to be the next logical step,” Niles says. 
He had to convince officials at Sony that 
his studio should be allowed to purchase 
the 1,125/60 gear. ‘It was closely 
guarded by the Sony and NHK people, 
who were moving [the prototype equip- 
ment] around the world, letting people 
try it.” The day after the first $1 million, 
in equipment arrived in 1985, Niles was 
producing a commercial in HDTV. 

High-definition video is much easier to 


_use than film for graphics and special 


effects. Captain produces them often. But 
that is not why Niles likes HDTV. ''I like 
real pictures. I like the power of just a 
picture. For me a close-up of a three-year- 
old girl crying is more powerful than any 
special effect anybody could devise.” 
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IN BRIEF 


Network series getting second-half season 
pickups last week indude Fox's Gef a Life 
and NBC's Law & Order. Both shows will 
produce full 22-episode orders. Law & 
Order is first new NBC show to receive 
pickup, and Get A Life is second new 
Fox show renewed following Parker 
Lewis Can't Lose which was picked up 
last month. 


Pathé Communications Corp., after numer- 
ous delays, dosed on its $1.36 billion 
merger with MGM/UA Communications Co. 
New entity will be renamed MGM-Pathé 
Communications Co. Meanwhile, saga 
of another company that tried to buy 
MGM/UA may be coming to close. Qin- 
tex Entertainment Inc. announced last 
week that it had closed on sale of some 
of its entertainment assets to RHI Enter- 
tainment for about $40 million. Qintex 
will also get more than $20 million from 
sale of its interests in HR Broadcasting’s 
two TV stations that are being bought by 
ABRY Communications. ABRY pur- 
chase is expected to close at end of year. 
Qintex has been in Chapter 11 since 
October 1989. 


Yesterday, Nov. 4, UPI cut pay of all 
non-Wire Service Guild employes by 35% 
and rescinded all severance and notice 
pay requirements as well. Meetings be- 
gan Friday (Nov. 2) with Wire Service 
Guild to gain concessions to bring com- 
pany to ‘‘cash-flow self sufficiency, and 
to stabilize company” so it can be sold as 
quiddy as possible, said Pieter VanBen- 
nekomp in wire release to all employes 
Friday. He said at least six companies 
are interested in buying company. 


Word late Friday from News Corp. in- 
siders was that two rival London-based 
direct broadcast satellite services are 
merging—News Corp.'s Sky Channel and 
Robert Maxwell-backed British Satellite 
Broadcasting. Two services have waged 
fierce battle for DBS viewers sinced 
BSB launched last spring and analysts 
have suggested market was only large 
enough for one profitable service in long 
term. Sky launched in early 1989 and 
now has roughly | million subscribers. 
At last count, BSB had about 30,000 
subscribers. Announcement and details 
were expected to be released this past 
weekend or early this week. 


88 In Brief 


Network radio revenue for September 
1990 was $40.5 million, according to 
figures compiled by Ernst & Young, a 
12.2% increase over September 1989's 
$36.14 million. Year-to-date revenue for 
1990 was $319.2 million, a 4.9% in- 
crease over 1989’s $304.3 million. 


Steven Leblang, former VP of program- 
ing at Fox Television Stations Inc., has 
joined LBS Communications as executive 
VP, programing. In new position, Leb- 
lang will develop programing for LBS, 
work with client stations to develop lo- 
cal programing for first-run syndication, 
and assist in marketing LBS properties, 
which include game show Family Feud 
and nostalgia strip Memories. 


CleaR-TV, Carol Stream, Ill.-based reli- 
gious coalition that initiated boycott of 
Burger King one month ago, was claim- 
ing victory last week after fast food 
chain said it would take out ads spelling 
out advertising policy. Ads are said to 
state ‘‘Burger King wishes to go on re- 
cord as supporting traditional American 
values on television, especially the im- 
portance of family. We believe the 
American people desire television pro- 
grams that reflect the values they are 
trying to instill in their children. We 
pledge to support such programs with 
our advertising dollars." Spokesperson 
for company said that one of shows it 
would not advertise on is Saturday Might 
live. Arbitron's Broadcast Advertiser 
Reports said that Burger King had ad- 
vertised on show in both first and second 
quarter of year. CleaR-TV, associated 
with Rev. Donald Wildmon, responded 
to announcement by calling off boycott 
which it initiated as result of monitoring 
ads run during May sweeps (“‘Closed 
Circuit,” Sept. 17). 


Hugh Wilson, creator and executive pro- 
ducer of 1978-82 CBS sitcom, WKRP in 
Cincinnati, has been hired by MTM En- 
terprises to supervise first three episodes 
of planned 90-episode, fall 1991 launch 
of new, first-run version of WKRP 
(BROADCASTING, March 26). Per-epi- 
sode production costs have been estimat- 
ed in $500,000-$600,000 range, and 
combined with yet-to-be determined 
marketing costs, entire four-year, front- 
end budget could exceed $60 million. 


At luncheon last Thursday at National 
Black Media Coalition's 17th annual con- 
ference in Bethesda, Md., FCC Commis- 
sioner Ervin Duggan stressed that with 
**so little time [and] so much to do,” 
strategy in 1990's for those wanting to 
succeed in industry should be based on 
standpoint of ''optimism and achieve- 
ment'' rather than disappointment and 
failure, and that minorities in broadcast- 
ing should seek ‘‘distinctiveness but not 
separatism.’’ Duggan recommended tak- 
ing advantage of **unexploited, ground- 
floor opportunities" created by new 
technologies such as DAB and DBS. 
When asked if government would allo- 
cate funds for minority joint ventures 
into these new technologies, he said: 
“In light of the latest budgetary strin- 
gencies, funds directly from government 
is empirically not likely,” adding that he 
would use his ‘pulpit’? at FCC to influ- 
ence financial lenders. Duggan said 
there were 261 minority-owned licenses 
as of June 1990—2.51% of all licenses, 
up from 1.9% in 1984. 


Bill Wheatley, former executive producer 
of NBC Nightly News with Tom Brokaw, 
named director of political coverage for 
NBC News, responsible for planning and 
implementation of network's political 
coverage between now and 1992 politi- 
cal year through Inauguration Day. 
Wheatley, who joined NBC News in 
1975 as assignment editor, spent five 
years as executive producer of network's 
nightly newscast before being replaced 
in May by Steve Friedman. 


War of ratings data research continues in 
expanding and hotly contested children’s 
animated programing market as October 
overnight syndication averages became 
available from Nielsen and Arbitron rat- 
ings services. Buena Vista Television’s 
Tale Spin claimed top NSI 4.8 rating/12 
share monthly household weighted aver- 
age (Sept. 27-Oct. 24), while Warner 
Bros. Domestic Television Distribu- 
tion’s Tiny Toon Adventures finished 
close second with 4.6/12. In ARB mea- 
suring, Tiny Toon topped out at 5/13 and 
Tale Spin was second at 4.6/12. Tale 
Spin's Disney Afternoon block compan- 
ions Chip 'n' Dale's Rescue Rangers 
(4.11), DuckTales (3.7/12) and 
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Gummi Bears (2.9/10) ranked in NSI's 
fourth, fifth and seventh spots, respec- 
tively. Group W Productions’ Teenage 
Mutant Ninja Turtles exhibited contin- 
ued strength with third-ranked 4.5/12 
NSI average, while Warner Bros.’ Mer- 
rie Melodies had sixth-ranked 3/10. Fill- 
ing out eight to 10th slots were Fox’s 
Peter Pan and the Pirates (2.8/8), 
Warner Bros.’ Alvin and the Chipmunks 
(2.7/9) and Claster Television’s Muppet 
Babies (2.5/10). 


As part of deficit-cutting efforts, Con- 
gress, just before adjournment, shaved 
$2.2 million from requested fiscal 1991 
budget of FCC, leaving it with $115.7 
million for year. But shortfall was not of 
great concern to FCC Managing Direc- 
tor Andy Fishel, who prefers to look at 
new budget as $8 million increase over 
last year. Lost millions will mean how- 
ever, that FCC will have to stretch out 
over greater period of time planned 
hardware purchases for automation and 
upgrades of Field Operations Bureau 
and FCC Labs gear, he said. 


Despite rhetoric from proponents of ۵۰ 
ble reregulation legislation, FCC Com- 
missioner Sherrie Marshall said last 
week, passage of such legislation is less 
likely next year than it was this year. 
With rate increases “falling off’ and 
industry committed to improving cus- 
tomer services, ''main impetus" for 
congressional action is diminishing. she 
said at Bear Stearns conference in La 
Quinta, Calif. *''Moreover, the FCC will 
soon act to redefine its 'effective compe- 
tition’ standards under the 1984 Cable 
Act to respond to public (and congres- 
sional) concerns about unchecked in- 
creases in basic cable rates.” FCC's re- 
gime of rate regulation is ‘‘not likely to 
prove unduly onerous for most cable op- 
erators,"' she said, noting that many cà- 
ble operators have already retiered to put 
all but broadcast signals beyond reach of 
regulators and that Cable Act grants op- 
erators automatic 5% increase annually. 
On down side for cable. she said, she 
expects FCC to endorse legislation em- 
powering broadcasters to charge cable 
operators for retransmission of their sig- 
nals. Shifting to FCC proceeding on re- 
form of financial interest and syndica- 
tion rules, she said agency hopes for 
‘win-win’ solution. از‎ is my expec- 
tation that the networks will obtain some 
form of profit participation in syndica- 
tion revenues of network broadcasts, 
and the Hollywood producers will have 
a new, extraction-proof source of fi- 
nancing for the programing they pro- 
duce," she said. 
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NBC LOOKS TO REALITY FOR DAYTIME 


BC is now talking to several producers, including NBC News, about 

producing reality programs for its daytime schedule. The network has had 
a reality program strategy on the drawing board for daytime for the past year, 
given the network's lack of success with the traditional game show-soap opera 
daytime strategy. 

Throughout NBC's five-year reign at the top of prime time, success in 
daytime has eluded the network. In the third quarter, it was last in network 
compctition for all but one half-hour of daytime. Last week, NBC officials 
said it was ''premature" to discuss specific deals, but acknowledged the 
network was talking with producers about developing a slate of reality 
programs. 

The network confirmed a Wall Street Journal report that NBC News is 
producing a pilot for a midday ''infotainment' program to be hosted by Faith 
Daniels, currently anchor of NBC News Sunrise as well as anchor of news 
segments in the Today show. 


The reality strategy stems from a belief that perhaps NBC could retain more. 


viewers coming out of the relatively popular Today show, if followed that 
broadcast with more compatible reality programing instead of games or soaps. 

In addition to canceling most or all of the games on the daytime schedule, 
one or more soaps may be canceled as well to make way for the new reality 
shows. The most vulnerable soap is Generations which debuted in January 
1989 and has never really caught on with viewers. 

Last June, at the NBC affiliates meeting, NBC officials, including Brandon 
Tartikoff, chairman, NBC Entertainment, and Pier Mapes, president of the 
NBC Television Network, said the serial had six months to improve or it 
would be canceled. 

The network is also talking with outside producers about developing new 
reality programs for the daytime schedule, including King World Productions 
and Warner Bros. Domestic Television. The talks with Warner Bros. focus on 
several projects being developed by Mark Monsky, former executive producer 
of Paramount's Hard Copy. King World discussions focus on projects being 
developed by Av Westin, its senior vice president, reality programs. -$M 


COURT TO DECIDE FUTURE OF TAK STATIONS 


۸ hearing will be held this Friday (Nov. 9) in Federal Court to determine the 
fate of Tak Communications. The Bank of New England and Chemical 
Bank are heading a group of lenders asking the U.S. District Court in 
Alexandria, Va., to put the Vienna, Va.-based group owner of 3 FM's and 6 
TV's, who is in default on loans totaling $168 million, into receivership so 
that the properties can be sold off. 

According to an affidavit filed by Henry Morneault, vice president, Chemi- 
cal Bank, Tak Communications head Sharad Tak has been unsuccessful in 
selling off properties to reduce the bank debt and also reneged on a promise to 
provide a $3 million cash infusion by Feb. 28, 1990. The value of Tak's 
properties, according to Morneault, has declined from $277 million in March 
31, 1988, to $181 million as of June 1990. 

The banks are also asking for an injunction to stop Tak from making any 
further payments on subordinated debt until his senior debt obligations are 
paid in full. 

The filing also documents Tak's other failed attempts to reduce bank credit. 
In March 1989, Tak retained Shearson Lehman Hutton to privately place $50 
million to $75 million in senior notes which would have reduced the bank's 
credit exposure, but in August 1989 Shearson withrew its commitment. 


Besides the overdue balance of $168.8 million, Tak Communications is also 
in default on interest payments that through Oct. 12 totaled $6,921,393.85. 
Although the hearing is set for Friday, talks about restructuring are said to be 
still going on. E 
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SAD DAY AT BLACK ROCK 


he good life. CBS Chairman William S. Paley lived it 

and, in large measure, shared it with the rest of us 

through the Columbia Broadcasting System, the gem of 
the broadcast ocean for decades. Paley helped turn a struggling 
l6-radio station network into the touchstone of American 
media. [n its tone and style, CBS became the mirror of its 
founder. Whether it was an all-star broadcast, an opulent 
boardroom or the designs of Bill Golden and Lou Dorfsman, 
CBS dressed for success. 

Under Paley, CBS entertainment programing flourished, 
from Amos & Andy to M*A*S*H*, from War of the Worlds to 
All in the Family. If it was not always high art, it was almost 
always highly rated. ''I wasn't the least bit ashamed,'' he once 
said of The Beverly Hillbillies, the 60's sitcom that highbrows 
laughed at as ludicrous, a huge television audience laughed at 
as funny and CBS laughed at all the way to the bank. CBS 
News was grace under deadline pressure, hard news polished 
to eloquence on the fly by an Ed Murrow or Eric Sevareid. 
And behind, above and around it all was Bill Paley, fiercely 
proud of his network and his people, unabashedly basking in 
their, and his, success. 

Paley seemed blessed with a golden touch, if not always 
infallible instincts. He was not initially enamored of the idea 
of Lucille Ball’s Cuban bandleader husband co-starring in / 
Love Lucy and he once passed up an opportunity to invest in 
‘Fiddler on the Roof.'' But Desi Arnaz did get the part and 
CBS bought 40% of another show, My Fair Lady. His pro- 
graming instincts were legendary. Ín September 1982, when 
Paley announced that he was stepping down as chairman, CBS 
had won the prime time ratings race every year but four since 
the inception of the contest. (One executive recalled bringing 
Paley the good news that CBS had won nine of the top 10 
positions in the ratings. ‘‘What happened to the 10th?,”’ asked 
Paley.) 

In entertainment and news programing, in radio and later 
television, CBS skimmed the cream (as Paley seemed to do 
with life itself) and delivered it daily to America's doorstep. 
Life with Paley was not always rosy. He could lop off an 
executive's head as he might trim a cigar, and even for those 
who remained, credit tended to gravitate to the top or to be 
assimilated into the aura of CBS rather than parcelled out to 
individuals. But for those who did remain, reward came in 
working for a network that was able to reconcile equal preoc- 
cupations with style and substance and to foster an environ- 
ment of taken-for-granted excellence—with the pocketbook to 
back it up. Working for CBS was a status symbol, like 
graduating from Harvard or driving a Hispano Suiza (as Paley 
did in the 1920's). It meant working for the best. It meant 
working for Bill Paley. 


CBS News and over the years alienated many of its most 
creative talents. He defined his own fairness doctrine 
before later generations of CBS leadership recognized its in- 
herent harm to the First Amendment. He resisted the onrush of 


T he chairman was not without contradiction. He created 
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Committed to the First Amendment and the Fifth Estate 


television and then became among its foremost beneficiaries. 
He left the company virtually in the charge of Frank Stanton 
for two glorious decades, then came back to reclaim the bridge 
when the amusements of his younger years paled and retire- 
ment threatened. He made some gigantic mistakes (CBS Hy- 
tron, Electronic Video Recording and CBS Cable prominently 
among them) and his diversification program (the New York 
Yankees, Steinway Pianos, Creative Playthings, et al) was a 
dud. 

But he never lost his zest or his guts, nor his intuitive feel 
for what would play in Peoria. And he leavened everything he 
did with class, a commodity many businessmen don’t take to 
the office. To Bill Paley life was seamless; business and 
pleasure were two halves of the same sphere. He might have 
made great cigars. Lucky for us, he made great broadcasting 
instead. 


NOTHING DOING 


L ost amid the budget battles and disintegrating cable legis- 


lation, Senator Paul Simon’s television violence bill 

slipped quietly through the Congress two weeks ago 
virtually unopposed by those ostensibly watching out for 
broadcast interests in Washington. The legislation is a would- 
be censor in sheep’s clothing, professing to do nothing but 
allow broadcasters to reason together to protect innocent eyes 
and ears. Its three-year sunset and ‘‘voluntary guidelines”’ 
notwithstanding, the bill is an attempt to legislate altruism and 
to encourage broadcasters to create the kind of programing 
code that the antitrust act correctly proscribes. 

Senator Simon has argued that the measure forces nothing 
on the television industry. In this bill's 1989 incarnation, 
however, Senator Jesse Helms, apparently feeling free to 
speak for the entire Congress, threatened that if the industry 
did not act on the bill's advice, ''We will be back.’’ With that 
kind of counsel, who needs an order. 

Now that the bill is apparently on its way to law, we advise 
broadcasters to take Senator Simon at his word and feel 
impelled to do nothing about it. 
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Scripps Howard 
Foundation 
National Awards 


For Broadcast/Cable 
Journalism 


Through more than ^ to the area served, courage to enlighten 
half a century as president the public, quality of production and 
and chairman of Scripps writing skills, and results generated. 
Howard Broadcasting, Jack For entry forms and information, 
R. Howard has personified write to Scripps Howard Foundation, 1100 
the company’s commit- Central Trust Tower, Cincinnati, Ohio 
ment to excellence. In his 45202. The deadline for entries is January 
honor, the Scripps Howard Foundation 18, 199]. 


will recognize 1990's finest work in AWARDS AND DEADLINES. 
broadcast/cable journalism. The Charles M. Schulz Award/College Cartoonist: Jan. 7, 1991 
The Jack R. Howard Broadcast/Cable Awards: Jan. 18, 1991 
Jack R. Howard Broadcast/Cable Tre Ernie ی‎ an. 22,1561 
Journalism Awards will be presented in The Walker Stone Award/Editorial Writing: Jan. 28, 1991 
LA The Edward J. Meeman Award/Environmental Journalism: Feb. 4, 199] 
four categories: large and small market The Roy W. Howard Newspaper Awards/Public Service: Feb. 11, 1991 
television/cable, and large and small The Edward Willis Scripps Award/First Amendment: Feb. 11, 1991 


market radio The winner in each cate- The Charles E. Scripps Award/Literacy: Feb. 18, 1991 


gory will receive a cash award of $2,000 >م<‎ SCRIPPS HOWARD 
and a plaque. Judging criteria will in- MIB FOUNDATION 
clude Journalistic excellence, relevance COMMITMENT TO EXCELLENCE 


